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Rough Proofs 


Bay rum is coming back, according 
to ADVERTISING AGE. If the barber 
shops stock it, they’ll also be expected 
to furnish copies of the Police Ga- 
zette. 

a ze 


The bay rum era was one in which 
appreciation of the more manly quali- 
ties was at its height. The handlebar 
mustache flowered in all its glory. 
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Current rotogravure advertising of 
Palmolive, it is reported, “‘pictures an 
attractive Parisienne in a mild state 
of undress.” As the Paris courts 
proved in the trial of Joan Warner, 
when it comes to undressing, America 
is still supreme. 


vvwy 
D. S. Eddins, president of Plym- 
outh, visions automobile owners 


driving “with courteous regard for 
fellow motorists on the highway.” 

He is painting a picture of the 
millennium. 


i ee. 


An automobile manufacturer can be 
excused, of course, for emphasizing 
the desirability of extending courtesy 
to fellow-motorists, without bothering 
with mere pedestrians. 
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The Milwaukee Sausage Manufac- 
turers’ Association, it announces, 
works “in the mutual interest of the 
dealer, the consuming public and the 
legitimate manufacturer who is de- 
sirous of maintaining a high standard 
of quality in sausage.” 

Hot dog! 

.. 2 FF 


A Chicago sales manager noted 
with approval the display of a bed- 
room suite in a Mexico City furni- 
ture store, “while a beautiful dummy 
sat at the dressing-table.” 

So they have them in Mexico City, 
too. 

vv#sey? 


Camay is the soap of beautiful 
women, but the woman who wins 
$1,000 a year for life in its current 
contest won’t worry too much if she 
becomes ineligible for further con- 
sumption of this popular product. 


ie 


Eagle Freshwater told the National 
Retail Furniture Association that ad- 
vertising managers in that field 
should receive higher salaries, and 
nobody booed. The depression must 
be over. 

7 Vv 


More families in Austin, Tex., with 
incomes of $1,000 a year own homes 
and automobiles than those in any 
other group, according to the Depart- 
ment of Commerce. Who said all the 
great financiers are in Wall Street? 
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A New Zealander answered a cou- 
pon of the Oil Heating Institute five 
years after it was published in the 
Saturday Evening Post. He didn’t 
want to be suspected of using snap 
judgment. 
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Coca-Cola, having scaled new sales 
heights, is now preparing to attack 
the breakfast beverage market. The 
coffee industry started plans for its 
advertising campaign not a minute 
too soon. 
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The photographer who has immor- 
talized the Dionne quintuplets says 
that Cecile is the prettiest. Rough 
Proofs nominated her for the beauty 
prize a long time ago. 


Copy Cus. 


SENATE SHEARS 
AAA POWER IN 
PASSING. BILL 


Advertising Is Protected by 
Special Section 


Washington, D. C., July 24.—Shorn 
of the majority of features to which 
advertising and merchandising inter- 
ests took exception during its passage 
by the House of Representatives, the 
administration - sponsored amen d- 
ments to the Agricultural Adjust- 
ment Act passed the Senate yester- 
day. The bill now goes into confer- 
ence, with side-line observers visual- 
izing lengthy debate over disputed 
sections, and the final form of the 
measure still much in doubt. 

Two amendments adopted by the 
Senate were designed to protect ad- 
vertising and publishing from in- 
advertent attacks in the administra- 
tion of the bill. 

One declared that “no order shall 
be issued under this act prohibiting, 
regulating or restricting the adver- 
tising of any commodity or product 
covered thereby, nor shall any mar- 
keting agreement contain any pro- 
vision prohibiting, regulating or re- 
stricting the advertising of any com- 
modity or product covered by such 
marketing agreement.” 

The other amendment asserted 
that “no such (processing) tax shall 
be levied upon the processing of any 
commodity into newsprint.” 


Price-Fixing Is Out 


Price-fixing and licensing powers 
are taken from the Secretary of 
Agriculture in the Senate version of 
the amendments. Instead, the Sec- 
retary is authorized to issue orders 
governing food processors or han- 
dlers, but only in the cases of milk, 
fruits (excluding apples and all 
fruits for canning), tobacco, vege- 
tables (excluding beans and all 
vegetables for canning except olives), 
soy beans, and naval stores. 

Retailers are eliminated from all 
phases of control under the act ex- 
cept in the case of milk. 

Despite administration protests, the 
Senate also insisted on writing into 
the bill a provision allowing proces- 
sors to seek a refund of their 
processing taxes, provided that these 
taxes have been absorbed by the 
s-rocessor and have not been passed 
on to the consumer. 

Another important feature of the 
Senate bill is that the Secretary may 
make acreage or production adjust- 
ments for any basic commodity by 
agreement with producers. In con- 
nection with these agreements he is 
empowered to make such rental or 
benefit payments as “he finds to be 
fair and reasonable.” 


May Set Quantities 


Marketing orders may (1) limit 
total quantity of commodity to be 
produced; (2) allot amounts which 
each handler may purchase; (3) 
allot amounts each handler may 
market; (4) determine existence of 
a surplus and provides for disposi- 
tion of it; (5) establish reserve pools. 
Orders may become effective when 
handlers of not less than 50 per cent 
of a commodity have signed a mar- 
keting agreement. 

Without a marketing agreement, 
orders may be made effective if the 


(Continued on Page 21, Col. 2) 


STIRS TRAVEL URGE 


ILLITERACY | LITERACY 


SEE FOR YOURSELF 
THE PROGRESS IN THE 
Do it this year. 


SOVIET UNION 


travel and study in the Soviet Union. Registration is 
now open for Moscow University summer sessions at special 
rates. Travel costs are low: Basic, daily all-inclu ] 
Class, $8 Tourist Class, $5 Third Class... Join a special 


TRAVEL AGENTS HAVE ALL INFORMATION 
U. 8. Representative of the Travel Co. of the U.S.S.R., $45 Fifth Ave., N.Y. 


One of the pieces of newspaper 

copy which has proved unusually 

successful in stimulating travel to 
Russia. (Story on Page 4) 


AMATEUR RADIO 
SHOWS BUILDING 
HUGE AUDIENCES 


Advertisers Prove They Know 
Their Theater 


New York, July 25.—The tremen- 
dous mass following built up almost 
overnight by sponsored amateur 
shows on the two leading networks 
is striking proof that advertisers and 
their agencies can rely on their own 
judgment in creating air offerings. 

As recently as 60 days ago, thea- 
trical journals were unanimous in 
predicting ignominious failure for 
amateur shows, though it was ob- 
vious their judgment was warped 
somewhat by regard for the interests 
of professionals. However, even the 
sponsors of offerings of this type 
have been amazed at the reception 
accorded their programs, following 
the comment of experts that ama- 
teur shows were hick stuff, long 
since worn out by local theater and 
station activity. 

While four of the network shows 
are too new to be judged by ratings, 
some indication of the state of af- 

(Continued on Page 21, Col. 4) 
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Medicine Makers Hold 
Firm in Opposing New 
Pure Food, Drug Bill 


Question of Enforcement Agency Aired Again 
at House Hearings 


Washington, D. C., July 26.—A 
sharp division of opinion exists as 
to the proper governmental body to 
enforce new pure food, drug and 
cosmetic laws and the advertising 
sections appertaining thereto, it was 
brought out in the hearings held 
before a subcommittee of the House 
interstate commerce committee here 
this week. 

The Copeland bill, passed some 
time ago by the Senate, after amend- 
ments, was under immediate con- 
sideration while the Mead and Siro- 
vich measures were also referred to 
and technically placed in the hear- 
ing. 

Walter G. Campbell, now chief of 
the Food and Drug Administration 
of the Agriculture Department, who 
testified upon request, strongly urged 
a revision of the present law which 
he termed inadequate and ineffec- 
tive. Sharply denying that present 
statutes were not protecting the 
public welfare, Dr. Thomas W. Bur- 
ritt, representing the Institute of 
Medicine Manufacturers, argued that 
the act was not being fully enforced. 

Dr. Burritt urged in the interests 
of the public, advertising business 
and manufacturers, that a strength- 
ening of the food and drug act, 
rather than substitution of new 
legislation which might prove intri- 
cate, would avoid bureaucratic domi- 
nation. Referring to past court legis- 
lation, he said that “the present food 
and drug act required 29 years of 
court interpretation and state legis- 
lative acquiescence, as well as an 
expenditure of millions of dollars by 
government and industry in in- 
terpreting it and testing it to bring 
it to its present state of usefulness.” 


Teo Much Power 


He warned that the Copeland bill 
gave to much power to the Secretary 


Last Minute News Flashes 


Woodcox Leaves Kelvinator; Mitchell Gets Post 
Detroit, Mich., July 26.—Vance C. Woodcox has resigned as director of 


advertising and sales promotion of 


the Kelvinator Corporation to: join 


Montgomery Ward & Co., as manager of the household refrigeration di- 


vision. 


He succeeds J. S. Sayre, who left the mail order house recently 


to become assistant to the president of RCA-Victor Company. 
Mr. Woodcox will be succeeded at Kelvinator by Sam C. Mitchell, 
advertising manager of Leonard Refrigerator Company. 


Montgomery Ward Catalog Biggest Since 1921 
Chicago, July 27.— The Montgomery Ward 1935-36 fall and winter 
catalog, mailed to 6,000,000 families throughout the country today, is the 
largest book in number of pages since the fall and winter issue of 1921 
and contains 752 pages, compared with 656 in last year’s issue. 
While no accurate comparison of prices is available as yet, prices in 
the new volume are generally below those of a year ago, it is said. 


Mammoth Drive for Lafayette Scheduled 


Chicago, July 26.—To introduce the new 1936 Lafayette, Nash Motors 
Company, Kenosha, Wis., has scheduled a huge campaign starting Tues- 


day. 


It will utilize more than 1,000 newspapers in the United States and 


Canada, and large magazine space in August, including a back color page 
in The American Weekly, and a four-page display in Collier’s and the 
Saturday Evening Post, followed by a double spread in both publications. 


of Agriculture, making reference to 
the section that provides that a 
notice of violation might be served 
when in his opinion the serving of 
a notice would accomplish the pur- 
pose of the law. The opportunity 
for individual differences of view 
was commented upon. 

Representative Chapman, Ken- 
tucky, was in charge of the hearings. 
He made the statement that the 
President wanted the legislation 
passed at this session. To this end 
he indicated that brief statements 
only were wanted so as not to pro- 
long discussion. 

Mr. Campbell, appearing for the 
government, said that under the 
present act regulation by label was 
about the only control which was 
possible in a large number of cases. 
He used as an example butter and 
its content of fat. 

That the present law does not give 
the consumer all the knowledge she 
should have in making purchases, 
was the charge of the administra- 
tion official. He strongly favored 
the Copeland bill which would pro- 
vide standards of quality and fill of 
containers for foods which are not 
possible under existing statutes. In 
his view it is absolutely impossible 
to enforce a law giving adequate con- 
sumer protection unless provision is 
made for fixing the standards for 
foods. He said the public was un- 
aware of this fact. 


Summarizes Objections 


William P. Jacobs, executive vice- 
president of the Institute of Medi- 
cine Manufacturers, summarized the 
objections that many, he said, had 
against the Copeland bill: 

“We question whether it is in the 
interest of public health,” he said, 
“or in accordance with the Consti- 
tution of the United States to pass 
this bill. It provides for factory in- 
spection which will, in our judgment, 
be impractical, impossible of execu- 
tion, with a limited appropriation, 
and which will lead inevitably to an 
examination of secret processes and 
formulae by agents of the govern- 
ment. 

“S-5 sets up penalties for minor 
infractions which in many instances 
will be entirely too severe, and will 
result in the discouragement of ad- 
vertising of legitimate products by 
small but honest manufacturers who 
will be afraid to risk the possibility 
of a barrage of federal regulations,” 
he emphasized. 

The Institute contended that ad- 
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vertising is at present regulated by 
the Federal Trade Commission, 
hence the Copeland bill is unneces- 
sary, since it “likewise proposes to 
regulate advertising through the 
Food and Drug Administration, 
though it carries a provision which 
is meaningless and which in Section 
717-A reads as follows: 


“*And provided further that noth- 
ing in this act shall impair or be 
construed to impair or diminish the 
powers of the Federal Trade Com- 
mission under existing law.’ 

“On the face of it this provision 
sets up a dual control of advertising 
which will be unnecessarily ex- 
pensive, unwieldy and cause serious 
complications,” he asserted. 

Mr. Jacobs supported the methods 
and procedure followed by the Fed- 
eral Trade Commission in its regula- 
tion of advertising. He said that as 
a result of such methods advertising 
is revised and corrected promptly 
and so protects the public. 

Dr. Burritt asked for Congres- 
sional investigation of the present 
pure food and drug administration. 
Representative Kenny of New Jersey 
defended the high standards of the 
proposed bill, saying that they 
tended to the use of more agricul- 
tural products and hence prevented 
over-production. 


It was made clear at the hearing 


that the medicine manufacturers 
and the wholesale druggists associa- 
tions are opposed to the Copeland 
bill, and had sought the support of 
their reresentatives in Congress to 
that end. 


The Sirovich bill, to which some 
reference was made, and which was 
technically being discussed before 
the same sub-committee, would com- 
bine the powers of the Patent Office, 
the Federal Trade Commission and 
the Food and Drug Administration, 
and would prevent the interstate 
shipment of foods, drugs, beverages, 
or cosmetics, without labels regis- 
tered in the Patent Office. Products 
not harmful to the average user if 
taken as recommended would bear 
a white label, those which should 
only be used on advice of a physician 
would carry a blue label, and nar- 
cotic or hypnotic drugs would carry 
an orange label. Dr. Sirovich said 
this would serve the same purpose 
as disclosure of formula on a label, 
but would meet the objections of the 
trade to such a provision. 

After postponement of the hearings 
for a day, Mr. Campbell strongly 
urged that the Copeland bill be passed 
but indicated that he favored the pro- 
visions permitting multiple seizures 
which originally appeared in the bill, 
but were streken out before its 
passage by the Senate. Inclusion of 


this feature is bitterly opposed by the 
medicine manufacturers and others. 

In addition, the food and drugs 
chief pointed out what he termed a 
“loophole” in the bill as it came from 
the Senate and offered an amendment 
to close it. He said that the present 
phraseology would permit manufac- 
turers to sponsor radio programs in 
the name of local retail dealers and 
thus escape the provisions of the law 
relative to false advertising by evad- 
ing the interstate control powers of 
Congress. 


Still at Swords’ Points 


In the revision he urged upon the 
House committee, dealers would be 
prohibited from advertising any prod- 
ucts received through interstate chan- 
nels; that is, the producer, distribu- 
tor or manufacturer would be re- 
quired to do the advertising. Oppo- 
sition to this suggestion was imme- 
diate, the consensus being that its 
practical effect would be to eliminate 
all advertising of national brands by 
dealers. 

Representative Kinney of New Jer- 
sey put in a good word for the self- 
regulatory activities of manufactur- 
ers, declaring that advertisers gener- 
ally were eliminating false advertis- 
ing in cooperation with the govern- 
ment. Dr. Campbell, on the other 
hand, asserted that the decline in 
objectionable advertising had been 


AN 


3 besid we 
mating Deg Neeglt 


\ 


=\' 


EXAMPLE O 


, N 


4 
3 


a 


& 
Sy py ke 


~ 


i 


ff a a 
eiy 


° 


bs 


apd 


PASADENA 


j 
‘yf 


ef Hill & Walnut Market 


181 NORTH HILL 
OCERIES—MEATS 


ree Delivery 
one Te 5523 


a 


NSO TELLS WHY- 


Rinso Dealers TELL WHERE 


Lever Brothers are consistent advertisers of Rinso 
and Lux in The Christian Science Monitor. Last year 
577 Monitor advertisements of local dealers 
featured Rinso, Lux, and other Lever Brothers 
products, at no expense to the manufacturer. Many 
national advertisers enjoy the benefit of this unique 
tie-in service. 
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New counter display for Jack 
Frost sugar exemplifying the com- 
pany's policy of related selling. 
All types of preserving needs are 
included in the display. 


the result of a better informed public 
and its resentment against such ad- 
vertising. 

As the hearings continue, it is evi- 
dent that the Department of Agricul- 
ture, while strongly supporting the 
Copeland bill, is still anxious to see 
it strengthened. The multiple seizure 
right is thus being urged as a public 
necessity. 

Liquor and cosmetics were cited as 
offering an opportunity for exploita- 
tion of the public during a period 
of indecisive litigation due to incom- 
plete definition of the terms, “grossly 
deceptive” and “imminently danger- 
ous.” Under the present bill, multi- 
ple seizures are permitted only when 
the product is “imminently danger- 
ous,” but this gives the Secretary of 
Agriculture definitive powers. 

Dr. Campbell also took occasion 
during the hearings to pay his re- 
spects to the Federal Trade Commis- 
sion, asserting that this body lacks 
power to enforce its rulings. 

“We cooperate fully at the present 
time with the commission,” he said, 
as he deplored the controversy be- 
tween the two bodies, but such coop- 
eration cannot be continued when the 
powers of the two groups overlap. 

“If the Federal Trade Commission 


+}is better equipped than the Depart- 
« |ment of Agriculture to give the ex- 


pert attention to an article believed 
to be advertised falsely, then transfer 
all the jurisdiction to it,” he declared. 


Have Unique Ideas 


As hearings continued it was made 
clear that the interstate commerce 
subcommittee members had in mind 
the following changes: 

1. Placing control over admin- 
istration of the act under the Public 
Health Service which is a unit of 
the Treasury Department. 

2. Including whisky among the 
list of products specified in the bill 
carrying penalties for misbranding 
and adulteration. 

3. Probable deletion of the word 
“imminent” as applied to products 
which the Secretary of Agriculture 
may declare to be dangerous to 
health. Under this section multiple 
seizures are permitted. 

Testimony following Dr. Campbell 
supported the Senate bill, Dr. Robert 
P. Fishelis of the Pharmaceutical 
Association asking that passage be 
expedited since the present law had 
proved ineffective to cope with the 
newer forms of advertising and the 
increased use of cosmetics. He held 
that continued delay would do more 
harm than passage of the bill as now 
written. ‘ 

Dr. A. T. McCormack, Mrs. Sara 
Vance Dugan, both of Kentucky’s 


health and food bureaus, and Daniel 
R. Forbes, counsel of the National 
Preservers Association, supported the 
testimony of Dr. Campbell. Dr. Mc- 
Cormack declared that “the principle 
of the present law was that the label 
should show the purchaser just what 
he is buying. We have now arrived 
at the point where the label is for- 
gotten by the persuasive voice on the 
radio. The question now is whether 
we are going to protect the people or 
a small group of manufacturers.” 


Ontario Takes 
Space for New 
Safety Drive 


Toronto, Ont., July 25.—The Motor 
Vehicles Branch of the Ontario De- 
partment of Highways has inaugu- 
rated a “drive-safe” advertising cam- 
paign in newspapers throughout the 
province. 

Dominant in the advertising is the 
statement, “Ontario Must’ Start 
Thinking Safety.” This slogan is bul- 
warked by statistical data on deaths 
and injuries on the king’s highways. 
There were nearly 10,000 automobile 
accidents on Ontario roads in 1934, 
a considerable increase over 1933, 
copy emphasizes, adding, “It must be 
evident to all thinking people that 
this must stop.” 

Newspaper clippings relating to 
accidents, in which the names of par- 
ties involved are blocked out, are 
prominently displayed. Art work 
which illustrates criminal negligence 
ties in with the newspaper clippings. 

The campaign is in charge of L. J. 
Heagerty and Associates, Ltd., To- 
ronto. 


‘Fortune’ to Make Award 


Fortune Magazine has announced 
an annual award “for achievement in 
industrial administration,” in its 
August number. The sum of $1,000 
in cash and an appropriate certifi- 
cate will be awarded by the editors 
each January to the individual whose 
achievements as an administrator 
seem most worthy of praise. 


A. G. Bean Dies 


A. G. Bean, 63, chairman of the 
board of the White Motor Company, 
Cleveland, died at his home in El- 
yria July 19 from a heart attack. 
Mr. Bean was named president of the 
company in 1930, retiring to the 
board chairmanship last summer, 
when he was succeeded as president 
by R. F. Black. In 1932 Mr. Bean 
was named one of three receivers for 
the Studebaker Corporation. 


White Sulphur Springs 
Chosen for 4 A’s Meeting 


The 1936 convention of the Ameri- 
can Association of Advertising Agen- 
cies will be held at The Greenbrier, 
White Sulphur Springs, ‘W. Va., April 
30-May 2. The success of the 1935 
convention at White Sulphur Springs 
led to the executive board’s early de- 
cision on the Association’s next meet- 
ing place. 


Handles “Times” Financial 


Charles Schumann, for more than 
20 years active in Wall Street 
news and advertising, the past nine 
as account executive for Doremus & 
Co., has been made acting financial 
advertising director of the New York 
Times. George A. Wells is financial 
advertising manager. 


Kent Gets New Duties 


Alfred Kent, sales manager, M. A. 
Packard Shoe Company, Brockton, 
Mass., has taken over the duties of 
advertising manager, following the 
death of John J. Feeley. 


For selling punch at the point of 


shopping, use the Rotogravure 


Picture Sections, especially 


Metropolita: 
Baltimore Sun — Boston Globe — Bu, 
‘ Tribune—Cleveland Plain 


Times—C. 
Dealer—Detroit News—New York News— 


Philadelphia ae eked fa Press— 
St. Louis Globe-Democrat—Washington Star 


‘Weekly 


Current Circulation 
6,068,300 families 
Largest circulation 
of any medium. 
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CURB EXCH 
<a 


ARM IN ARM WITH ROTHSCHILD 


“No”, said Baron Rothschild to a man 
who asked his aid, “I won’t put any money 


into your proposition, but I will walk 


with you arm in arm across the floor of 


the Exchange.” 
That was enough. The money poured in. 


New York is the Rothschild of commer- 
cial America. If New York walks arm in 
arm with your product, the rest of the 
country will want it. The desire spreads 
by definite tangible steps. The forty lead- 


ing trading centers come next. Then the 


THE 


NEW YORKER 


25 WEST 45th STREET +» NEW YORK 


smaller towns and cities that buy what 


the forty buy. Then the rest of the 


country. 


It is getting so nowadays that the process 
works quickly. When a product appears 
in The New Yorker, the alert buyers out- 
side of New York start action. They know 
the way goods move. And they know too 
that advertising in The New Yorker 
means that New York—and forty other 
leading trading centers —will walk arm 
in arm with the advertised product— 


neatest trick of every week. 
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Westinghouse Transfers 
Air Conditioning Dept. 
The air conditioning department 
of the Westinghouse Electric & Mfg. 
Company has been transferred from 
East Pittsburgh, Pa., to Mansfield, 
O., where it becomes a part of the 
merchandising division. This trans- 
fer affects all sales, engineering and 
manufacturing activities of the air 
conditioning department. 
Engineering and manufacturing of 
air conditioning products will be cen- 
tered at the East Springfield, Mass. 
plant. Sales headquarters will be 
located at the Mansfield plant, head- 
quarters of the merchandising di- 
vision. The company’s air condi- 
tioning program will be expanded. 


Circo to Advertise 
Metal Cleaning Process 


The Circo Products Company, 
Cleveland, has developed a new proc- 
ess for removing grease from metal 
parts, embracing a solvent known as 
CircoSolv, and a special degreasing 
machine, used in combination. By 
use of the machine, the solvent is 
vaporized under high temperature to 
condense on the cold metal parts to 
be cleaned, dissolving all grease. 

The new products will be offered to 
the automotive field principally. 
Business publications will be used. 
McDaniel, Fisher & Spelman, Inc., 
Cleveland, will handle the advertis- 
ing. 


PLAN MORE COPY 
FOR INTOURIST 


(Picture on Page 1) 

Moscow, U.S. S. R., July 6.—Amer- 
ican tourist travel in the Soviet 
Union has increased to such extent 
as a result of the publication adver- 
tising of Intourist, Inc., official Rus- 
sian travel bureau, that it has been 
recommended that the appropriation 
for the 1936 campaign be increased 
33 per cent over the 1935 appropria- 
tion. 


The estimates and schedules sug- 
gested for next year’s campaign re- 
flect a more than 25 per cent increase 
in American tourist traffic. L. D. 
Wertheimer Company, Inc., New 
York, is the American advertising 
agency. 

The new program indicates that, as 
in the past, newspapers, magazines 
and trade papers will be used. About 
60 per cent of the budget has been 
allocated to newspapers. It is planned 
to include for the first time papers 
in the deep South and in the Pacific 
Northwest. 


The principal market centers of 


the United States and Canada will 
be covered by the same papers on 
previous schedules. 

The magazine list includes me- 


diums in several classifications— 
news, educational, literary, mass fic- 
tion, travel, and the _ intellectual 
magazines. 


Chrevolet Stages Natal 
Fete for Red Tag Idea 


A country-wide celebration, mark- 
ing the tenth anniversary of the in- 
troduction of the Chevrolet Motor 
Company’s “Guaranteed OK Red 
Tag,” aiding motorists to obtain de- 
pendable used cars, will be concluded 
by the company the end of this 
month. The birthday celebration 
climaxed an intensive Red Tag ad- 
vertising effort in magazines and 
newspapers. 

Hundreds of big Red Tag birthday 
cakes have been displayed in Chev- 
rolet dealer establishments through- 
out the country. A merchandising 
tie-up is being observed with the 
celebration, which was arranged by 
W. E. Holler, Chevrolet vice-presi- 
dent and general sales manager, Ex- 
ceptional used car bargains have 
been placed on sale. 


To Publish “Star” 


The MarySville, Cal., Star, a new 
morning newspaper, will publish its 
first issue about Aug. 14. Arthur W. 
Gluckman is the publisher. 


NEW YORE 

H. A. McCandless 
60 East 42nd Street 
CHICAGO 


GET ON THE Band Wagon 


IF YOU WANT TO LEAD the parade, climb on the 
band wagon . . . ride with The Philadelphia Inquirer. 


National advertisers, for the first six months of 1935, used 
more space ... and spent more money . .. in the adver- 
tising columns of The Inquirer than in any other Phila- 


delphia newspaper. 


When the Nation's leading advertisers . . . month after 
month . . . single out The Inquirer to carry a greater part 
of their advertising effort, there must be a strong reason 


for it. 


These experienced advertisers 


Inquirer, Daily and Sunday . . . with the lowest milline 
rate in Philadelphia and one of the lowest in the entire 
country .. . has the prestige and volume of circulation 
to bring the most sales at the lowest cost. 


Che Philadelphia Mnquirer 


“Pennsylvania’s Greatest Morning Newspaper” 


DETROIT 
Guy 8. Osborn, Scolaro & Meeker, Inc., 
General Motors Bldg, 


BOSTON 


M. L, Tyler 
80 Boylston Street 


have learned that The 


8T. LOUIS 
$; A. Cour, 

lobe Democrat Building 
WT TTR FRANCISCO— 


GELES 
BR. J. Bidwell Co. 


NETWORK SALES 
SET RECORD IN 
IST SIX MONTHS 


New York, July 26.—Network time 
sales continued to show important 
gains over last year during the 
month of June, giving the two major 
networks a_ record-breaking half- 
year, in which each month’s sales 
volume was substantially ahead of 
last year. 

During June total time sales were 
$3,447,574, of which CBS accounted 
for $1,066,729 and NBC for $2,380,745. 
In June of last year total sales were 
$3,103,796. 

For the first six months the two 
networks chalked up total time sales 
of $25,641,591, compared with $22,- 
010,216 for the same period of 1934. 

The largest user of chain time 
during the month was Standard 
Brands, Inc., which spent a total of 
$178,468 on behalf of Chase & San- 
born coffee, Fleischmann’s Yeast for 
health and baking, Royal Gelatin, 
and Tender Leaf tea. 

Next in line was Procter & Gamble 
Company, with expenditures totaling 
$166,878 for Camay, Chipso, Crisco, 
Dreft, Ivory Soap, and Oxydol. Third 
was General Foods Corporation, 
whose network time bill during the 
month was $164,860, apportioned 
among the GF cooking school, Jell-O, 
Maxwell House Coffee, and Post 
Toasties and bran. 

In fourth position was Colgate- 
Palmolive-Peet Company, whose 
total of $155,497 was spent for Col- 
gate’s dental cream, Palmolive soap, 
and Super-Suds. 


Other Large Users 


Other large users of network time 
during the month included: 

American Tobacco Company, Half 
and Half and Lucky Strike, $98,412; 
Campbell Soup Company, $63,756; 
Corn Products Refining Company, 
$56,512; Ford Motor Company, $143,- 
758; General Mills, Inc., $49,180; Gil- 
lette Safety Razor Company, $62,848. 

Lady Esther Company, $90,024; Dr. 
Miles Laboratories, $69,910; Pepso- 
dent Company, $72,053; R. J. Reyn- 
olds Tobacco Company, $76,712; and 
Shell Petroleum, $51,350. 


Washing Machine Makers 


Sponsor Air Program 

The American Washing Machine 
Manufacturers Association, Chicago, 
will launch a radio program Aug. 18, 
using five-minute broadcasts over a 
group of 28 stations. This is the first 
time the organization has undertaken 
a campaign of this kind. 

The campaign will promote the sale 
of washing machimes and ironers. 
Helpful household hints will be fea- 
tured. The advertising program was 
outlined to the association at a meet- 
ing in Chicago last week. Meldrum 
& Fewsmith, Inc., Cleveland, will 
handle the campaign. 


To Reconsider Ad Bill 


The proposed law to place outdoor 
advertising signs in Massachusetts 
under supervision of a state director, 
which has been twice rejected by the 
legislature, has been re-submitted to 
the legislature by Gov. Curley. By 
a vote of 8 to 7, a committee has re- 
ported the bill, thus bringing it up 
for action before the house of rep- 
resentatives for a third time. 


Clevelanders Hold Outing 


The Cleveland Advertising Club 
held its annual outing at the Reg- 
natz Resort on Warren Road. A 
large number took part in contests, 
including baseball. 


New ‘Cooled for 
Summer’ Candies 
Win Acceptance 


Milwaukee, Wis., July 25.—Retail 
candy dealers over a large part of 
the country have reported increased 
sales for chocolates as a result of 
the new “Johnston Chocolates 
Cooled for Summer” line of the Rob- 
ert A. Johnston Company. 

In introducing the new line, the 
company reasoned that people do 
not eat candy by the calendar, and 
that both the company and the deal- 
ers would profit if they could pro- 
duce attractive, edible chocolates 
which would remain in perfect con- 
dition even in hot weather. 

The “cooled for summer” candies 
are completely wrapped in a new 
type of insulating foil which with- 
stands high temperatures. Coatings 
have also been hardened, as a fur- 
ther protection. The new line con- 
sists of a fancy box retailing at $1 
a pound, a five-pound box of bulk 
chocolates, a pocket-size package re- 
tailing at 25 cents, and a pound bag 
containing a Cellophane window and 
carrying hard candies, also retailing 
at 25 cents. 

All pieces are individually wrapped 
in the foil. The fancy box product 
has been named “Estoril,” after a 
popular summer resort in Portugal, 
and is gaily decorated with beach 
scenes. 

An insert on the inside cover car- 
ries a hot weather suggestion, “John- 
ston’s Chocolates cooled for summer.” 
This insert has been made remov- 
able for autumn selling. The lid is 
hinged and the candy is protected 
with Cellophane, so that the entire 
contents of the pound box may be 
seen at a glance. 

Dealers have been provided with 
counter cards, window strips, im- 
printed menus, and window display 
suggestions, to promote the “cooled 
for summer” line. The Chicago of- 
fice of N. W. Ayer & Son, Inc., 
handles the account. 


G-E Sponsors Camps 
for Utility Executives 


Two groups of public utility op- 
erating, merchandising ‘and adver- 
tising executives will have summer 
camp conferences at Nela Park, 
Cleveland, headquarters of General 
Electric Company’s specialty appli- 
ance and incandescent lamp depart- 
ments. 

The first group, from the Eastern 
states, will meet July 31-Aug. 2. The 
second, or Western group, will attend 
the camp conference Aug. 12-14. Con- 
ferences will be held in the morn- 
ing, with the afternoons devoted to 
recreation. The guests will eat and 
sleep at the camp. 


Will Change Name to 
Holden, Graham & Clark 


Effective Aug. 1, the name of Hol- 
den, McKinney & Clark, Inc., Detroit, 
will be changed to Holden, Graham 
& Clark, Inc. The firm will also move 
to new quarters at 900 Donovan 
Bldg. 

Ivan T. Graham, associated with 
the company since 1926, has been 
made a member of the firm, and 
will serve as secretary. The fourth 
member of the agency is D. C. Flint, 
vice-president and treasurer. 


Pick W. E. Sproat & Co. 


The American Cereal Coffee Com- 
pany, Chicago, maker of Javelle and 
Likoffy, has appointed W. E. Sproat & 
Co. of that city to handle its adver- 
tising in health and food magazines. 
The agency has also been retained by 
the Better Health Supply Company, 
Milwaukee, maker of the Personal 
Body Massager. National magazines 
are being used. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with firse order) for new spiral 
bound Sth edition of ‘Reserve Illustrations.** Over 
1000 subjects, covered by model releases, ready co use. 
Catalogue also on approval (U. S. only) if you prefer. 


~ UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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2.000 WORDS 


EBW HEADED FEO AN ATRPLANE .. 


Quetta, in Baluchistan, was demolished in an earthquake. 
Tens of thousands of persons were killed. Railways were 
destroyed . . . buildings wrecked . . . hangars collapsed 


... airplanes ruined . . . radios silenced. 


The world first heard the news sputtering from short- 
wave military radio sets in nearby areas. Aghast, it 
wanted to know more. But how could news be sent 
from chaos? How could news be got when communi- 
cation and transportation systems were crippled and use- 
less . . . when aircraft were warned against landing on 


the wreck-strewn terrain? 


Yet from a crackling short-wave airplane radio set the 


story did come to Karachi... to London... then to 


he New 


e Advertisers ...and the public... can get from a 
newspaper only the value the publishers put into it. 
e Performance in the news department creates value 
for the advertising pages. e Proof: The New York 
Times leads the Manhattan newspaper field in total 


—an Earthquake Story no other American N ewspaper had! 


The New York Times. Word by word it came, piecing 
together the tragedy. Two thousand words came over 
. . . two thousand words “Special to The New York 
Times”... two thousand words that told the story the 


whole world wanted to read. 


“Wonderful!” you think? A history-making news 


performance? 
“Routine!”’ said the news department. “Routine!” 


Extra news performance that overcomes obstacles is 
routine with The New York Times. Extra news per- 
formance unexcelled by any other newspaper of America 


makes The Times the outstanding newspaper that it is. 


ork Gimes 


and in automotive advertising . . . leads the world in 
national advertising. e The Times is the foremost 
newspaper .. . ever building a more competent news- 
gathering organization .. . ever becoming a more effec- 
tive advertising medium. 
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A reprint of the breakdown of magazine circulations by population groups, with the 
addition of total net paid circulations, including bulk. (See column at extreme right.) 
Advertisers and agents, who would like copies of this new reprint, address Research 


Director, 55 Fifth Avenue, New York City. 


: ] 
| 3 500,000 100,000 25,000 10,000 
MAG AZINE and *: to on: to 
over 499,999 99,999 24,999 
; ’ Number g Number. . % | Number % Number % 
1] Saturday Evening Post 673,654 24.53 558,730 20.34 419,623 15.28 | 283,898 10.34 _ 
~ 2] Liberty 545,505 | 25.85 570,042 27.01 381,493 18.08 | 215,251 10.20 
3] Collier's 493,124 21.20 513,410 | 22.06 | 408,219 17.55 | 265,308. | 11.41 
4] Woman's Home Companion | 479,552 | 18.65 523,113 20.35 417,951 16.26 | 264,793 10.29 
- 6] Ladies’ Home Journal 428,241 17.14 425,252 | 17.02 365,519 14.63 | 271,413- | 10.86 
.-6] Delineator 387, 006 18.42 457, 007 21.75 317,956 15.13 | 225,449 10.73 
~ 7] McCall's 386,026 16.80 | 373,716 16.26 330,734 | 14.39 | 248,987 10.83 
8! True Story 384,382 22.56 | 330,608 19.40 | 244,253 14.33 | 168,230 9.87 
9] Cosmopolitan 380,134 24.21 333, 252 21.23 |: 240,159 | 15.30 | 186,540 11.88 
Good Housekeeping ' 378,714 | 19.97 383,192 | 20.20 312,242 16.46 | 240,153 | 12.66 
Pictorial Review 371,775 19.87 355,068 | 18.97 | 254,414 13.59 | 173,490 9.27 | 
Fawcett Women's Group +# 315,515 |:25.63 | 244,149 19.82 186,404 15.13 | 119,389 9.70 
American : 296,989 15.81 402,405 | 21.43 | 321,080 17.10 | 209,874 | 11.17 
Literary Digest 248,117 25.46 201,943 | 19.09 | 148.675 14.06 | 106,889 | 10.12 
Screenland Unit ## 196,893 | 31.28 | 144,594 22.97 102,280 | 16.25 60,057 9.54 
Better Homes & Gardens 153.071 10.85 | 233,545 | 16.56-[ 221,154 | 15.68 | 195,446 13.86 
Motion Picture Unit st 140,702 | 33.87 | 101,284 | 24.38 | 58.740 | 14.13 35.070-.| 844 . 
Red Book 133,321 18.10 147,773 | 20.07 | 113,664 | 15.43 | 988,756 | 12.05 
Time 129,484 | 26.11 | 117,042 | 23.60: 81,062 | 16,34 47 _.| 10,51 
Photoplay 113,453 | 27.24 103,157 24.77 67,131 16.12 42,172 1.10.13 
True Romances 111,770 22.12 97,991 19.39 75,331 14.90 54,367 | 10.75 
| Movie Mirror 106,603 | 32.40 64,372 | 19.57 47.532 | 14,44 34,870 | 10.60. 
True Experience 88,053 | 22.20 70,649 | 17.81 59,360 | 14.96 48,430 | 12.21 
Needlecraft 62,431 9.19 | 71,102 | 10.46 | 76,539 | 11.26 71,560 | 10.50_ 
Parents’ Magazine 61,111 19.30 63,642 20.10 | 54,656 17.26 | 39,526 12.48 
Shadoplay 50,083 34.29 35,965 | 24.62 19,884 13.62 10,896 7.46 
Harper's Bazaar 41,167 35.28 28,699 | 24.60 |] 16.515 | 14.16 10,735 9,20 
American Home 37,996 | 17.89 38,036 | 17.91 | .33,088 15.58 27.393 12.90 
Household 37,557 2.11 | - 78,511 4.41 128,300 7.22 | 155,339 8.74 
Vogue __ 35,056 35.50 | 22,705 | 23.00 14,956 15.15 8,866 8.98 
Fortune 33,691 | 35.57 20,236 | 21,36 13,937 14.71 9,467: 9.99 
Radio Mirror - 31,387 24.83 34,437 | 27.24 25,489 20.16 | 15,146 11.98 
Physical Culture 30,102 24.28 25,154 | 20.29 17,621 14.22 12,135 9.78 
House Beautiful 25,922 | 25.74 | 21,827 | 21.67 16,975 | 16.85 11,730 | 11.665 
Venity Fair 21.264 | 37.68 12,093. | 21.42 8,198 | 14.52 4,740 *| 8.39 
House & Garden 20,770 25.63 18,394 22.69 | 13,463 | 16.61 8,343 10.29 
Life ¥: 16,610 26.23 11,213 | 17.71 9,259 14.62 6,775 10.70 
Christian Herald 14,982 7.51 21,809 | 10.93 24,401 12.23 21,304 | 10.67 
Farmer's Wife 10,018 0.91 23,149 2.09 50,095 4.53 69,748 6.31 
Town & Country 6,663 | 39.61 3,543 21.06 2,035 12.10 1,380 | 8.20 
Modern Romances Cis es Figures not given in A. .B..C. Publishers Sta 
Modern Screen : Figures not given in A. B. C. Publishers Sta 
Radio Stars ; ) | se tp 3 Figures not given in A. B. C. Publishers Sta 
TOTAL : 7,478,894 | 19.42 Ae 282.808 | 18.92 | 5,700,387 | 14.80 | 4,075,860 10.59 | 
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## Screenland Unit 
- *HF Motion Picture Unit 


- Screenland and Silver Screen. 
- Motion Picture and Movie Classic. 
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July 29, 1935 


ADVERTISING AGE 7 


Circulation statements for December 31, 1934, furnished the 
figures by U. S. population groups for the advertisement published 
by Tower Magazines in Advertising Age for July 22. In some mag- 
azines, for instance, Vogue, Vanity Fair, House and Garden, Needle- 
craft, Parents’, American Home, Fortune, Physical Culture, Life, 
Christian Herald, the breakdown by population groups was shown, 


as in the statements, by mail subscriptions only, or, in one instance, 
Movie Classic, by single-copy sales only. The new listing at the ex- 
treme right gives total net paid circulations, including bulk, for all 
magazines according to the latest available figures, with a special 
marking at the extreme left to those whose mail subscriptions or 

single-copy sales only were broken down by population groups. * 


‘2500 . 1000 | Under 1000 By Bet on Groups me eee 
to to Unclassified jas listed in including bulk, six 
9999 2499 Publishers’ Statements |months period 
: Dec. $1, 19354 
' Number % Number % Number % Number % Number @ Publishers’ Stet 
366,669 | 13,35 181,958! 6,63 258, 266 9.40 | 3,686| 0,13 2,746,484 | 100 2,'746, 589 4 
200,221 | 9.49 94,188 4.46 103,089 4.88 634| 0.03 2,110,423 | 100 2,216,199 
314,077 | 13.50 153,212 6.59 177,966 7.65 1,015] 0.04 2,526,551 | 100 2,545,529": 
350,229 | 13.63 200, 624 7.81 333,795| 12,99 315] 0.02 2,570,572 | 100 2,582,274 - 
389,200 | 15.58 226,526 9.07 391,947 | 15.69 153| 0.01 2,498,251 | 100 2,546,311 
295,524 | 14.07 167,109 7.95 239,469 | 11.40 | 11,480} 0.55 2,101,000 | 100 2,220,806 
367,701 | 16.00 235,561 | 10.25 | . 355,442] 15.47 ; 2,298,167 | 100 2,527,641 
241,905 | 14.19 147,128 8.63 182,820 | 10.73 4,826| 0.29 1,704,152 | 100 1,680,617 
229,896 | 14,64 98,898 6.30 101,019 6.44 1,569,898 | 100 1,708,416 © 
305,084 | 16.08 135,070 2A 142,380 |. 7.51 1,896,835 | 100 2,099,712 
269,015 | 14.38 170,939 9.13 276,688 | 14,79 1,871,389 | 100] . -2,022.376 * 
165,218 | 13.42 86,305 7.14 -113,025.| 9.16 1,250,005 | 100 1,292,628 
270,983 | 14.43 151,210 8.05 225,225} 12.01 | 54 1,877,820 | 100 1,924,264 | 
142,546 | 13.48: 79,113 7.48 129,634 | 12.26 657| 0.06 1,057,574 | 100 1,000,065__| 
67,872 | 10.79 29,873 4.75 27,843 4,42 629,412 | 100 633,004 
_ 276,054 -| 19.57 137,903 9.78 193,204] 13.70 1,410,377 | 100 1,400,574 
"42,881. ] 10.81 18,493 4.45 18,372 | 4,42. 415,512. | 100 436,730 . 
119,598 | 16.24 61,939 8.41 71,416 9.70 736,467 | 100 764,060 | 
_ 60,303. | 12.15 29,191 | 5.89 26,781 5.40 496,010 | 100 486,107 
48,958 | 11.75. 21,189 5.09 20,428 aS eee . 416,488 | 100 442,452 
74,727 | 14.78 42,551 8.42, 46,786 9.26 | 1,917] 0.38 -§05,440 | 100 594,064 . 
41,321 | 12.56 17,615}. 5.35 16,732 5.08 329,045 | 100 313,668 - 
64,190 | 16.18 31,667 7.98 34,3569 8.66 396,718 | 100 566,965 
127,651 | 18.79 93,610 | 13.77 176,380 | 25.95 615| 0.08 679,687 | 100 712,850 | 
48,264 | 15.24 17,925 5.66. 22,560 7.18 8,991] 2.84 316,675 | 100] 555,172 
14,916 | 10.21 8,650 5.92 5,677 3.88 146,071 | 100 162,156 
11,218 9.61 3,839 3.29 4,504 3.86 _ 116,677 | 100 125,059 
35,980 | 16.94 16,131 7.60 20,969 | 9.87 2.600| 1.31 212,393. | 100] 450,016 
323,398 | 18.21 304,896 | 17.16 | 742,425 | 41.79 6,348| 0.36 1,776,774 | 100) 1,807,770 
_ 9,559 9.69 3,362 3.41 4,210 4.27 98,714 | 100 141,623 
9,405 9.93 3,984 4,21 4,003 4,23 94,723 | 100 98,322 - 
13,015 | 10.30 3,558 2.81 3,392 2.68 | 126,424 | 100 97,041 
14,374 | 11.60 7,290 5.88 13,296 | 10.73 3,988| 3.22 123,958 | 100 264,964 
13,523 | 13.43 5,064 5.02 5,683 5.64 100,724 | 100 -. 98,325 
5,587 9.90 1,985 3.52 "2,575 4.57 . 56,440 | 100]. 87,627 
10,551 | 12.77 4,035 4.98 5,066 6.25 634; 0.78 81,056 | 100 106,488 
8,672 | 13.69 4,371 6.90 6,429 | 10.15 Vas 63,329 | 100 110,046 
35,747 | 17.91 26,039 | 13.05 55,288 | 27.70 199,570 | 100 202, 966 
173,459 | 15.69 224,239 | 20.28 | . 555,005 | 50.19 1.106.713 1.100 1,066,485 
| 1,686 | 10.02 644 3.83 872 5.18 16,823 | 100 20,344 
tement or A, B. C. Audit Report | 470,602 | 100]. 470,602 _- 
\tement or A, B. C. Audit Report | JM _ 454,041 | 100 454,041 | 
ep tement or A. Be C. Audit Report “ 246,994 | 100} 246,994 | 
5,560,947 14.44 Pes 247, 884 8.43 115,028] 15229 48.113 00,12 59,681, 558 | 100]. 41,228,624 | 
150,024 Ta 14.44 | 81,197 | 8.43 | 127,875 | 13,29 T ‘4 — 00,12 | 992.039 | 100] 1,030,716 
‘ . 
109,861 | 86s | 2.230| 0.18 | 54a | 0.04 | 1,387] 11 | — 1,264,712 | 100 1,226, 412 
10,614,746 | 8.6] 4.8290.707 13.9 | ea BE 26 | 44,656,770 36.41 128,775,046. [100] 122,775,046 
TOWER MAGAZINES, Inc. 
| : : 55 Pifth Avenue 
i ee : nod : na : 6 8 2s New York, N. Y. 
iL | 59,681,558 which includes Modern Magazines' unspecified distribution. == A 40400 
| 55 FIFTH AVENUE, NEW YORK CITY 
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Black Flag Uses 


230 Newspapers 
For Insect War 


New York, July 25.—An intensive 
campaign declaring war on flies, 
mosquitos and roaches as “public 
enemies” has been launched by the 
Black Flag Company in more than 
230 daily newspapers. 

Humorous and newsy copy pic- 
tures the household pests as deliver- 
ing ransom notes which read, 
“Young or old wanted but children 
preferred!” and “Sometimes I bring 
death, always I leave lassitude and 
fatigue!” 


Headlines declare: “Roaches eat 
what you eat . . before you eat 
it!”; “If you could fingerprint a fly’s 
footprints . . . you’d be surprised!”; 
and “You can’t lick the chorus by 
swatting the soprano!” 

Insertions are generally 400 lines, 
but in some localities where distrib- 
ution is not as thorough smaller 
space will be used. 

The campaign will continue 
throughout the summer months. 
Fletcher & Ellis, Inc., is the agency. 


Calvert Sales Moves 


General sales offices of Calvert- 
Maryland Distilling Company, Inc., 
under the direction of Willard Karn, 
vice-president, have been moved 
from the Chanin to the Chrysler 
Bldg., New York. 


Makes Relief Matrices 
from Electrotypes 


George Ernewein, an employe of 
Buffalo Evening News, has obtained 
a patent on a new process for mak- 
ing relief matrices from electrotypes 
of photographs. Under the process, 
the matrices produced are said to be 
so clear-cut that they may be used 
for making stereotypes equal in 
quality to the original electrotypes, 
with consequent savings in expense. 


I. H. C. to Enlarge Plant 


International Harvester Corpora- 
tion will spend $1,000,000 for enlarge- 
ment and improvement of its com- 
mercial truck factories at Fort 
Wayne, Ind. Three new buildings 
will be added to the present Fort 
Wayne plant, which has been oper- 
ating at capacity. 


COPY IS TESTED 
IN “5 PAPERS” 
BY QUAKER OATS 


Use of ‘Tribune’ Sections 
Solves a Problem 


Chicago, July 25.—The Quaker Oats 
Company and Lord & Thomas have 
tested copy through the five Metro- 
politan sections of the Chicago Sun- 


95 6” 7 ‘ # 


irculation coverage in Louisville, New 


Albany and Jeffersonville, Ind. area makes The Courier- 


Journal and Louisville Times favorites with space buyers 


who concentrate appropriations on saturation coverage 


at lower cost per line to get the greatest possible vol- 


ume sale of merchandise. 


COURIER- JOURNAL 


@ WHEN THE DAWN IS ON THE BLUEGRASS THE COURIER-JOURNAL IS 


@AND THE 


LOUISVILLE 


FAVORITE AT THE 
BREAKFAST TABLES 


LOUISVILLE TIMES 


TIMES COMPLETES 


THE COVERAGE 


AT SUNDOWN 


REPRESENTED NATIONALLY BY THE BRANHAM CO. 


day Tribune, prior to the launching 
of national campaigns. . 

Through three tests in the Sunday 
Tribune, the company and its adver- 
tising agency have been able to de- 
termine which of a number of adver- 
tisements was most effective, as meas- 
ured by consumers’ response to the 
inquiry offer in each advertisement. 

The copy testing idea was worked 
out by Lord & Thomas in collabora- 
tion with Donald Douglas, Quaker 
Oats vice-president in charge of ad- 
vertising. Mr. Douglas had been 
anxious for some time to secure a 
testing technique which would pro- 
duce quick, dependable results, Ar- 
thur Marquette, of the agency, 
pointed out. 

“So we hit upon the idea of using 
the five Metropolitan sections of the 
Sunday Tribune,” Mr. Marquette said. 
“It seemed ideal for the reason that 
most of the things that interfere with 
practical copy testing by other tech- 
niques were eliminated. These are 
geographic factors, varying weather 
conditions, varying interest of edi- 
torial matter next to the advertise- 
ment, and the degree of popularity of 
the medium in its locality. 

“By using one medium in one city, 
you wipe out all of those variables 
and thus obtain comparable results.” 


How Tests Were Made 


The Quaker Oats Company copy 
tests were made for Quaker Oats, and 
for Puffed Wheat and Puffed Rice in 
the five Metropolitan news sections 
devoted to the community interests 
of the various neighborhoods and 
suburbs of Chicago, and distributed 
each Sunday as a part of the Sunday 
Tribune. 

Prominent features of each of the 
sections are a black and white page 
of news photos, and a page devoted 
to news of radio programs. Since 
each of these pages is identical in 
each section, either page is especially 
useful for copy testing. For the 
Quaker Oats Company tests, the pic- 
ture pages were utilized. 

The Quaker Oats Company bought 
space in the five sections of the Sun- 
day Tribune on April 28, May 5, and 
May 12. In the April 28 and May 5 
advertising, on behalf of Quaker Oats, 
an oven thermometer was offered free 
for one trade mark, and ten cents to 
cover packing and mailing. In the 
May 12 copy, for Puffed Wheat and 
Puffed Rice a Tudor plate spoon was 
offered free for one box top and a 
three-cent stamp. 

Two of the five advertisements in 
the May 12 issue were headlined “Big 
Breakfast Mystery Solved!,” two were 
headlined “The Quaker Puffed Pals— 
They Solve the Breakfast Mystery at 
the Smiths,” while the line, “You 
Can’t be a Radio Star on a Sissy 
Breakfast” appeared above the fifth. 

Each of the advertisements was in 
cartoon style. However, the copy in 
the cartoons’ “balloons” varied, as 
each advertisement depicted a differ- 
ent breakfast situation which tried 
the nerves of the family until Puffed 
Wheat and Puffed Rice were brought 
to the rescue. 

The agency, in comparing the in- 
quiry offer returns from each adver- 
tisement, took care to make allow- 
ance for the varying circulation in 
each of the five areas, and for eco- 
nomic differences. The Tribune was 
helpful in providing Lord & Thomas 
with rent scales for the five areas. 

Also considered was the difference 
in the appeal of the offers. A device 
was worked out to equalize the differ- 
ence in the attractiveness of the ap- 
peal of the oven thermometer to the 
North side of Chicago as against its 
attractiveness to the colored district 
on the South side. Care was taken 
to present the offer in the copy, so as 
to reflect the comparative reader in- 
terest in the five pieces of copy. The 
wrong technique in making the in- 
quiry offer can defeat the whole pur- 
pose of the test, Mr. Marquette 
pointed out. 

The Quaker Oats and Lord & 
Thomas copy testing marked the first 
time that the five Metropolitan sec- 
tions of the Sunday Tribune had been 
used for copy testing. 


Victoria Appoints 

W. H. Peterken, managing direc- 
tor of the Hotel Victoria, New York, 
has appointed the New York office of 
Alfred Rooney Company, Inc., to 
handle its advertising, using news- 
papers, car cards and business pa- 
pers. 
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July 29, 1935 ADVERTISING AGE 


ZERO HOUR! A store filled with a varied and wide assortment 
of merchandise. An extra sales force trained for the big event. 
Fourteen pages of advertising—a daring investment of $19,780.00 
in a single daily newspaper. No matter how cool and courageous a 
merchant may be, he’s bound to feel uneasy when the doors 
swing open! 

Was the copy right? . . . Was the newspaper right? . . . 
Would it reach the people and pull them in? . . . Would it rain? 

IT RAINED! A cold penetrating November rain! 

By ten o’clock a few people had entered with streaming 
umbrellas. . . . By twelve the store was full! .. . By mid-afternoon 
the sale was booming! 

At the end of that rainy Friday the merchant was smiling. 
Sales had been satisfactory. On Saturday, THE CARRY-OVER 
BUSINESS WAS TREMENDOUS! 

That merchant is one of the great merchants of Chicago. He 
knows his business. He knows his Chicago. And, before ventur- 
ing on a 14-page advertisment in a single morning newspaper, he 
knew from long and successful experience, that if he used the 
Tribune he would reach 649,000 families in city and suburbs. The 
plain arithmetic of this meant that news of his sale would reach 
244,000 MORE city and suburban families—60%, more—than 

Id be reached by any other daily newspaper. It meant the 
Tribune alone would assure him a coverage practically equal to 
that supplied by any two other Chicago newspapers—with a 
plusage in influence no other can begin to equal. 

He knew that to this plus would be added the interest of 
another 151,000 able-to-buy families in towns outside metropolitan 
Chicago—that adjacent area that looks to Chicago for economic 
and social leadership . . . and looks to the Tribune for dependable 
news and information. 


The most effective medium to build sales! 


During the first 6 months of 1935 up- 
stairs departments of Loop (downtown) 
department stores placed more women’s 
shoe advertising in the Tribune than in 
all Chicago afternoon newspapers cam- 
bined. Specialty shops selling women’s 
sone placed 98% more advertising in 
the Tribune than in any other newspaper. 


Samilies of 
and suburbs by daily 
Newspapers 


averages for siz months’ 
for city end suburban only 


Circulations are 
March 31, and 


Tribune advertising fills the store 


Chicago retail advertisers during the 
first 6 months of 1935 placed 990,596 
more lines in the Tribune than in any 
other Chicago paper. During the same 
Period, general advertisers placed 591,- 
372 more lines of advertising in the 
Tribune than in any other Chicago paper. 
The Tribune fed all Chicago -papers in 
volume of total advertising. The great 
circulation of the Tribune and its special 
influence are available at one of the low- 
est milline rates in America. Ask a 
Tribune man—or your advertising agency 
—to give you the complete story. 


First of all—_a great newspaper 
Liked, feared, but always respected for 
its independence and sincerity, the Chi- 
cago Tribune holds to the highest ideals 
of journalism. Because it is first of all 
a great newspaper, it has won for itself a 
great di It reaches 60% MORE 
FAMILIES in metropolitan Chicago than 
any other daily! It reaches 42% MORE 
FAMILIES in metropolitan Chicago than 
any Sunday newspaper. And it adds an 
effective coverage in the rich tributary 
market just beyond the metropolitan 
Chicago district. 


BLACK AND WHITE—NEWSPRINT COLOR—ROTO—COLOROTO—COMICS 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


THE TRIBUNE GIVES YOU CHICAGO plus 
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Educating the Consumer 


Progress in education of the con- 
sumer regarding the qualities of gen- 
eral commodities which she purchases 
has been going on for a long time. 
Most of it is due to the efforts of 
manufacturers themselves, first in 
establishing standards of quality to 
which they have consistently adhered, 
and second in acquainting consumers 
through their advertising with these 
quality characteristics. 

In addition, trade associations, pub- 
lications and other private groups 
have developed services for testing 
and identifying quality products, sup- 
plying another practical method of 
enabling the consumer to make a cor- 
rect choice in selecting from the wide 
variety of available products those 
which meet her requirements as to 
price and quality. 

Attempts to provide a type of con- 
sumer education which is highly 
technical in character are now being 
promoted aggressively, largely be 
cause of the contention that manu- 
facturers’ claims are unreliable and 
that advertising is not a credible 
source of buying information. The 
inherent defect in this method is the 
unwillingness or inability of the con- 
sumer to understand or apply tech- 
nical standards, as well as her insist- 
ence on the freedom of choice which 
she exercises with reference to her 
special and individual requirements. 

The difficulty of establishing any 
general acceptance of consumer 


standards which are based on a 
knowledge of manufacturing specifi- 
cations was well illustrated by Kath- 
arine Fisher, director of the Good 
Housekeeping Institute, in her recent 
address before the American Home 
Economics Association, in explaining 
the reasons why standards for test- 
ing household products are not 
widely publicised by the institute. 

“Our standards for testing these 
products,” she said, “are quite defi- 
nite. We do not have them in printed 
form, however, nor are they in gen- 
eral distribution. Consumers rarely 
ask for them, and there is a very 
good reason why they do not. For 
the most part, these specifications are 
too technical for consumers to inter- 
pret. It is our sincere conviction 
that consumers would only be con- 
fused by attempting to study most 
of the specifications for household 
products.” 

The acceptance of general stand- 
ards of quality by manufacturers, 
plus satisfactory use induced by con- 
sumer education through advertising, 
continues to be the most effective 
method of insuring maximum value 
for the consumer’s dollar. This is 
the sort of education which the con- 
sumer understands and can use, and 
attempts to popularize more techni- 
cal methods are doomed to failure 
for the obvious reason that the con: 
sumer is not interested in that kind 
of education. 


Magazine Publication Dates 


One of the things which advertis- 
ers profess not to be able to under- 
stand is the variation in the publi- 
cation dates of magazines carrying 
the same date lines. Monthly maga- 
zines, for example, appear anywhere 
from one to three weeks ahead of 
the date of publication. This is an 
advantage, presumably, in getting 
newsstand sales, as early appearance 
on the stands is regarded by circu- 
lation managers as a definite means 
of increasing sales. 

Variations in publication dates pro- 
vide plenty of puzzles for advertisers 
whose copy is based on merchandis- 
ing plans requiring current coopera- 
tion by the trade. Supose you have 
a product which is featured for trade 
promotion in August, and your mes- 
sage regarding it appears in the 
August issues of the magazines. In 
that case some readers will get the 
message as early as July 5 and some 
as late as July 25. And those who 
respond to the extent of asking their 
dealers about the product will find 
that the retailers are not informed, 


since the trade promotion for August 
probably will not have been received 
by them at that time. 

On the other hand, if the advertiser 
decides to tell his story about his 
August merchandising proposition in 
the September issues, he will lose 
anywhere from ten to twenty-five 
days of the month, depending on the 
publication dates of the magazines in 
which his campaign is running. 
Either way, a problem confronts him. 

Furthermore, many advertisers ob- 
ject to the present long intervals be- 
tween closing dates and publication 
dates of the magazines. In most 
cases these are unavoidable. due to 
long runs and color production. But 
if the publication dates were ad- 
vanced nearer to the actual dates 
shown on the covers, then the closing 
dates could be advanced correspond- 
ingly and the advertisers’ and agen- 
cies’ tasks in releasing copy would 
be simplified. 

Are these improvements in the 
magazine advertising situation possi- 
ble and practicable? 


A TOUGH JOB FOR THE ARTIST'S CONSORT 


A); 


a euety 
ART DIRECTOR 
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—New York Telegram. 


“Now try not to blow up and get temperamental, if he suggests 
some little change in that refrigerator drawing." 


Voice of the Advertiser 


We’re Referring This 
to Ye Olde Timers 


To the Editor: I remember the 
big, black whale referred to in 
Rough Proofs in your July 22 issue, 
but I want to ask the historian if 
he has not made a mistake in the 
whale’s former employment. 

It is my recollection that this 
whale worked for Soapine about 40 
years ago and not for Sapolio. At 
about the same time, the Spotless 
Town pictures and jingles were be- 
ing used to promote sales of Sapolio. 
I would like to know whether I am 
correct about this. 


Paut TRUESDELL, 
Advertising Manager, Universal Oil 
Products Company, Chicago. 


, ¥.F 


Story Showed Unusual 


Grasp of Situation 
To the Editor: We have read with 
interest the story which ran in Ap- 
VERTISING AGE on our exhibit, “The 
March of Chemistry,” now on display 
at the Marshall Field store in Chi- 
cago. 
In reading this we are favorably 
impressed by the fact that the per- 
son responsible for the writing of 
this article has shown an unusual 
grasp of the scope of our activities 
and an appreciation of the basic 
theme exemplified by the show. The 
latter, we feel, was interpreted in 
a most interesting way in the story. 


R. A. APPLEGATE, 
Assistant Director of Advertising, 
E. I. du Pont de Nemours & Co., 
Wilmington, Del. 
vvwy 


Here’s a Possible Use 


for Old Post Cards 


To the Editor: Just a druggist 
here in Columbus, O. 

Adjacent to my drug store is a 
rendezvous of the students, as well 
as my community, known as “Ned’s 
Den.” I am interested in redecorat- 
ing the walls of this room with sou- 
venir post cards from all over the 
country, giving it an entirely new 
decorating scheme, as well as origi- 
nal and unique. 

Do you think it would be possible 
for you to support my idea in your 
newspaper in an appeal to its read: 
ers to send Ned Harrington of Co- 


lumbus, O., an autographed souvenir 
post card of their home town or their 
favorite resort spot? 
NED HARRINGTON, 
2186 Arlington Ave., Columbus, O. 


Tt’ Vv? 
Wants Information on 


Industrial “Czars” 
To the Editor: We are seeking 
information relative to business 
groups other than professional base- 
ball and the moving pictures who are 
operating with a “Will Hays” or 
“Judge Landis” as a _ coordinating 
head of their respective activities. 
If you have any such data con- 
cerning these groups, and the results 
achieved by them under this form 
of administration, we would greatly 
appreciate receiving it. 
Don Roptnson, 
The Callaway Associates, Inc., Bos- 
ton, Mass. 
vv¥eeegy 


Television Is Here, 


Enthusiast Asserts 
To the Editor: Television is here! 
A “last minute” television broadcast- 
ing station has been completed and 
is working in very good condition. 
We have made tests in all directions 
from W9XAT and find that we can 
send a very satisfactory picture out 
for 25 miles. Due to the fact that 
we are using high power on a low 
frequency, we are able to override 
shadowing effects within 25 miles to 
a great extent. 
It is surprising to find that one 
can run a film through the laboratory 


A cay di eerie as een 


machine which we have here, the 
only machine of its type in the 
country and on which we have the 
basic patents, and sit at home and 
tune in both sight and sound broad- 
cast from film, or broadcast direct 
from the studios. 

If there were some method of re- 
ceiving compensation for broadcast- 
in sight and sound, this would be 
broadeast continuously with WDGY 
and W9XAT. Many articles have 
been written showing television “‘just 
around the corner,” or stating that 
experiments would be carried on for 
the next year or two. But we have 
had a television license for some 
years, have had engineers continu- 
ally working on this project, and now 
we have completed our fourth tele- 
vision broadcasting station, and the 
picture actually amazes us. 

Television is now ready for the 
public. There would be 15,000 to 30,- 
000 television receiving sets sold in 
each of approximately ten of the 
metropolitan centers in the United 
States within 90 days time if each 
station were as far advanced in tele- 
vision as W9XAT. 

Dr. GeorGE W. YOUNG, 
WDGY Broadcasting Station, 
Minneapolis, Minn. 
e.97 FY 


Another Definition 
of Advertising 

To the Editor: We recently cele- 
brated Independence Day, remind- 
ing me that in our profession every 
day is Inter-Dependence Day for the 
type maker, the press maker, the 
paper maker, the ink maker, the 
picture maker, the word maker and 
the sales maker. 

To profitable sales-making (adver- 
tising) all of these associated makers 
owe their existence, development, and 
future advancement. Therefore, I 
am prompted to add to Harry Clatfel- 
ter’s “Mother Hubbard” definition, 
“Advertising is salesmanship multi- 
plied by circulation.” 

I would make it read, “Advertis- 
ing is either good or bad salesman- 
ship multiplied by circulation.” 

All of this is submitted in the 
kindly spirit of attempting to help 
advertising pay the advertiser, there- 
by helping all of the interdependent 
makers to a prolonged and more 
abundant life. 

HArrRY SPENCER STUFF, 
Times-Mirror Printing & Binding 
House, Los Angeles. 
7. 2 >} 


Big Ben Celebrates 
Its 25th Birthday 


To the Editor: At the sales con- 
vention of the Western Clock Com- 
pany held in New York, La Salle and 
San Francisco on July 15, Big Ben 
celebrated his 25th birthday. 

Introduced in 1910 and advertised 
on Page 1 of the Saturday Evening 
Post every four weeks for 25 years, 
Big Ben is recognized in every home. 
His name has become a synonym for 
good timekeeping. He is the clock 
of clocks. 

Attached are photographs which 
show Big Ben’s monstrous cake with 
many of the Westclox sales staff 
grouped around. As a souvenir of 
this silver anniversary those present 
were given silver lapel buttons which 
were replicas of the present Big Ben 
model. 

Many remember Big Ben’s first 
birthday when hundreds of dealers 
received birthday cakes—to them his 
25th birthday is a recognition of 
success. 

L. B. RicHarbs, 
Advertising Manager, Western 
Clock Company, LaSalle, Ill. 
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July 29, 1935 ADVERTISING AGE 


The Farm Journal 
) America’s National Farm Magazine 
- announces 


the appointment of Walter B. Pitkin as Editorial Director. 


Under Mr. Pitkin’s direction, the Farm Journal has built a national staff 
of fifteen experienced farm writers, regionally located throughout the 
United States, to cover personally important farm happenings in a 
national way. 


Mr. Pitkin is a writer and author of note, and better yet as qualifying 
him for his present job, has been a practical farmer all his life with the 
exception of five years spent in Europe studying conditions over there. 
Two sons are now successful farmers, neighbors to the home farm. Mr. 
Pitkin’s ancestors were among the first large farmers in Western New 
| York, and the family is still devoting its attention to agriculture, with 
their roots deep in the soil. 


3 Mr. Pitkin has covered more than 65,000 miles this year studying farm 

| problems over the United States, as consultant for both private and 
Governmental agencies. He has experimented with and was the origi- 
nator of mass production farming. He has experimented in various 
forms with central farm management, with varying conclusions. 


Mr. Pitkin wrote the popular book “Life Begins at 40”; also numerous 
other books on farm and economic topics. He was the American 
Managing Editor of the Encyclopedia Brittanica. He is considered a 
national authority not only on growing methods but farm administration 
and rural taxation. He takes up his work with a life-long knowledge of 
the Farm Journal, with admiration for its accomplishments in the past 
and enthusiasm for its future usefulness. 


This is only the second phase of the new Farm Journal policy of greater 
activity in Rural Free Delivery sections of the country which it 
dominates. 


© FARM JOURNAL 


WASHINGTON SQUARE, PHILADELPHIA, PA. 


NEW YORK CHICAGO DETROIT 
420 Lexington Ave. 180 No. Michigan Ave. General Motors Bldg. 


Pacific Coast Representatives: W. F. Coleman 


Seattle San Francisco Los Angeles ae 
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July 29, 1935 


HEAD CLEARER 
MILK heads off 


“Morning- 
After’... 


REMEMBER IT HAS AN ALKALINE EFFECT 


‘The next time you over-indulge...and your system accumu- 
laces an excess of acid products...bere’s the easy, satura! 
way to head off “morning-after.” Simply drink a fresh, cool 
glass of plain milk before you go to bed...and another in 
the morning before breakfast. 

It’s great. There's nothing quite so soothing as plain, 
cold milk. Aad milk has an sdhaline effect. It helps overcome 
the accumulation of acid products in the blood... helps 
build up your alkaline reserve... helps you come back to par 
—without drugs or dosing. Try ic. 

Send ter Pree Booklet “Mith—The Alkelizer”—Shows you the easurel 
wey to clear beads, meady nerves. new energy is business Sead seme ond 
addres: THE STATE OF NEW YORK, Buress of Milh Publicity, Albany 


Milk, under the sponsorship of 

New York State, has entered the 

arena as a morning-after remedy, 

as this recent advertisement clearly 
indicates. 


VARIED TYPES OF 
COPY USED FOR 
PINEAPPLE DRIVE 


New Trade Character Is 
Given Debut 


San Francisco, Cal., July 25.—The 
new campaign of the Hawaiian Pine- 
apple Company has been designed to 
reach specific types of readers 
through use of four distinct types of 
copy in an extensive list of maga- 
zines. 

Three lists of consumer maga- 
zines, and a list of professional and 
business publications are being util- 
ized for what is perhaps the most 
rounded campaign in the history of 
the company, on behalf of Dole pine- 
apple juice. 

“Little Johnny Pineapple,” a new 
trade character, has been introduced 
in a campaign directed to parents 
and children, as the latest addition to 
the growing ranks of animated 
spokesmen in advertising copy. 

The most extensive campaign em- 
Ploys vivid four-color plates to por- 
tray the color and glamour of 
Hawaii. An original painting by 
Lloyd Sexton, a native Hawaiian, 
portrays a pitcher and glass of pine- 
apple juice centered among native 
plants in an island landscape. 


An Elusive Meaning 


“Aloha, from fragrant valleys and 
towering mountains,” proclaims the 
brief text in this copy. “Aloha... 
Hawaii’s word of friendship, a greet- 
ing and farewell. You cannot trans- 
late its exact meaning. No more than 
by words can you express the beauty 
of a waterfall tumbling down ver- 
dant island gorges, the elusive 
scent of ginger flower, or the appeal- 
ing tang of unsweetened Dole Ha- 
waiian pineapple juice.” The series 
of advertisements, of which this is 
the first, will appear in American 
Home, Collier’s, Cosmopolitan, Liter- 
ary Digest, Pictorial Review, Satur- 
day Evening Post, Time and Woman's 
Home Companion. 

The second most extensive cam- 
paign comprises a series of humor- 
ous cartoons by Norman McLeod, 
Hollywood motion picture director. 
This phase of the campaign is some- 
what of an extension of an earlier 
drive to popularize pineapple juice 
as a “24-hour drink.” 

Above an amusing illustration of 
a stork winging past a mountain 
background is a caption reading, 
“It’s a blessed event when you dis- 
cover the real economy of pure un- 
sweetened Dole Hawaiian pineapple 
juice.” 

This lighter phase of Dole’s cam- 
paign is appearing in smaller space 
in such magazines as Esquire, Judge, 
Life, New Yorker, and Vanity Fair. 
The new trade character, “Little 


Johnny Pineapple,” has been put to 


work in the third phase of the cam- | 


paign, which employs Child Life and 
Parents’ Magazine, In 
four-color advertisement, a story is 
told in a series of four pictures. An- 


other advertisement, a full-page pho- | 


tograph, shows “Little Johnny Pine- 
apple” as he tells two children about 


the benefits and goodness of Dole 
pineapple juice. Both advertise- 
ments feature the little product 


character. 

The company has also placed un- 
der way an aggressive program of 
trade and promotional work, to sell 
the product and the advertising to 
grocers and doctors. The company 
has started publication of a house 
organ for the trade, called the “Dole 


a full-page | 


Pineapple Juice Punch.” Profes- 
sional and business publication copy, 
backing up the consumer efforts, is 


appearing in the Journal of the 
American Medical Association and 
| Medical Economics, and in Chain 


Store Age. Chain Store Management, 
Progressive Grocer, and The Volun- 
|tary and Cooperative Groups Maga- 
zine. 

The 


campaign was prepared by 


/the San Francisco office of N. W.| 


Ayer & Son, Ince. 


J. P. Muller & Co., New York ad- 
vertising agency, has moved from 
|220 W. 42nd St., where it has been 
|located for a great many years, to 
\512 Fifth Ave. 


| 
| Matier Maies 


Seek to Solve 
Trade Problems 
By Agreements 


Washington, D. C., July 25.—Pre- 
|/liminary steps toward negotiation of 
trade agreements or the holding of 
| trade practice conferences sponsored 
by the Federal Trade Commission 
have been taken by representatives 
of more than 100 industries, some 
of them having capital of several 
hundred million dollars, the F. T. C. 
has disclosed. 

Applications for the negotiation of 
trade agreements have been filed in 
ja considerable number of cases. In 


order to facilitate the movement, the 
F. T. C. is cooperating with James 
L. O'Neill, acting administrator of 
the N. R. A. The trade agreements 
would serve to replace in some re- 
spects the codes formulated under the 
N. R. A. 

Industry representatives making 
application for trade practice confer- 
ences are required to set forth any 
unfair methods of competition or un- 
ethical practices now existing which 
the conference would aid in correct- 
ing. 


Bruck Adds Executives 


Edward F. Wheaton and Charles 
H. Sandak have joined the Franklin 
Bruck Advertising Corporation, New 
York, as account executives. 
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Virginia Press 
Association Has 


Meeting in N. Y. 


(Pictures on Page 27) 

New York, July 26—The 47th an- 
nual convention of the Virginia 
Press Association last week-end was 
unique in two respects, first, that it 
involved an ocean voyage to the con- 
vention city, and, second, that the 
meeting for the first time was held 
in New York City. 

The delegates left Norfolk Wednes- 
day evening, arriving next day in a 


Virginia dailies being represented. 
Two business sessions were held on 
board the vessel, which was the Old 
Dominion Line’s S. S. Robert E. Lee. 


Winner Introduced 


In New York, the principal event 
at the Biltmore was the Virginia 
Luncheon, attended by 200, at which 
Louis Spilman, president of the Vir- 
ginia Press Association, presided, in- 
troducing Pulitzer Prize winner Dr. 
Douglas Freeman, Richmond News 
Leader, as toastmaster. 

On board, the Virginia members of 
the Associated Press held a number 
of meetings. Winder R. Harris, state 
chairman and managing editor of the 
Norfolk Virginian-Pilot, presided. Mr. 
Spilman, on behalf of the Virginia 


Press Association, presented the 
Rhame certificates for excellence in 
newspaper technique. 

Two hours before the Robert E. 
Lee sailing, 80 members of the North 
Carolina Press Association sailed on 
the Merchants & Miners’ steamer 
Fairfax for Boston. The afternoon 
prior to the sailings were spent in 
informal mingling of the two state 
groups. 


Names Ralph Rossiter 


Ralph Rossiter, Inc., New York, has 
been appointed by the Westchester 
County Syndicate Corporation to ad- 
vertise its various properties, which 
include the Scarsdale Club Apart- 
ments, and the Fox Meadow Develop- 
ment. Newspapers and direct mail 
will be used. 


W. B. Lewis Joins CBS 


The Columbia Broadcasting System 
has appointed W. B. Lewis as com- 
mercial program director. Mr. Lewis 
suspended operations of Lewis & 
Clark, Inc., New York advertising 
agency, to take over his new CBS 
duties. He was formerly with Bad- 
ger, Browning & Hersey, Inc., J. Wal- 
ter Thompson Company, and other 
agencies. Henry Hayward will con- 
tinue as supervisor in the depart- 
ment. 


Gets Minut-Rub Account 


Benton & Bowles, Inc., New York, 
has been appointed to handle adver- 
tising of Minit-Rub, a product of 
Bristol-Myers Company. No decision 
has been made as to what mediums 
will be used. 


BANANAS 
aa BEAUTY COUNTER 


HEN a woman is dreaming of beauty, of perfume 


and evening gowns, 
attentively to a story on 


she is in no mood to listen 
bananas. That’s not what 


she’s buying at the moment. 


To prove it, step into the nearest department store 
and see how they classify merchandise. Soups and 
satins are not display mates. Instead, the shopper who 


comes in for gloves finds 


herself beside counters of 


perfume, cosmetics, jewelry, style accessories. It’s 
merely a matter of matching her mood. 

Magazines are in effect department stores, with skil- 
fully designed displays leading women through their 
pages. Beside these displays are the advertisers’ prod- 
ucts. But too often the perfume display is backed by 
a bunch of bananas. A loss to the food advertiser who 
falls in this spot, and to the cosmetic advertiser who 


should have been there. 


It’s different in McCall’s. As in department stores, 
articles and advertisers similar in appeal go hand in 
hand, creating the same buying mood, not competing 


with one another. 


Style and beauty articles in McCall’s make style and 
beauty advertising more profitable. Homemaking edi- 
torial articles make food and household products easier 


to sell. Fiction and news articles in McCall’s are used 
to put the reader in the mood to respond to romantic 
appeals and pleasure merchandise. 

Your advertising in McCall’s is not forced to fight 
for her attention. Editorial articles of similar mood 
and interest have made her ready to listen. 


VISIT THE “MOLIERE SALON” at Bloomingdale’s and see how intelligent 
ensemble selling really works. When a woman comes in for a beauty 
treatment, shampoo or wave, Bloomingdale’s tells her about (and sells 
her) face creams, powders, all the things her dressing table needs, while 
her mind is on beauty. Just as Bloomingdale’s and other successful 
department stores have increased sales by the adoption of ensemble sell- 
ing, so McCall’s increases the sales effectiveness of advertising by bring- 
ing the same principle of ensemble selling to magazine publishing. 


NORRIS 


HOSIERY - UNDERWEAR - 


M¢ Call's 


& MoColl’s STYLE & BEAUTY 


BEAUTY AIDS - COSMETICS - PERFUMES 
CLOTHES 


FOOD - DRUGS ; ELECTRICAL EQUIPMENT 
CHILDREN'S NEEDS - HOUSEFURNISHINGS 


FICTION & NEWS 


TRAVEL - CIGARETTES - CAMERAS 
AUTOMOBILES - BOOKS - INSURANCE 


TO STUDY WAYS 
OF DELIVERING 
BANK'S MESSAGE 


Cleveland, O., July 25.—How to 
sell the public on banks will be dis- 
eussed by outstanding figures in the 
banking and publicity field at the 
Financial Advertisers Association con- 
vention, to be held in the Ambassa- 
dor Hotel at Atlantic City Sept. 9-11. 

The convention will be the third 
successive meeting of the association 
devoted to the public relations theme, 
which, according to its officers, has 
produced a more intelligent attitude 
toward the public and developed con- 
structive educational publicity. 

Speakers will include the new 
president of the New York Stock Ex- 
change, Charles R. Gay, now en- 
gaged in re-selling the Stock Ex- 
change to the public; Edward L. 
Bernays, well-known publicist; Rob- 
ert V. Fleming, incoming president 
of the American Bankers Associa- 
tion; J. F. T. O’Connor, Comptroller 
of the Currency, and G. M. Hubbard, 
president, Doremus & Co., New York. 

Other speakers will be Frank F. 
Brooks, president, First National 
Bank, Pittsburgh, and new president 
of the Pennsylvania Bankers Associa- 
tion; Avery G. Clinger, president, 
Ohio National Bank, Columbus, 0O., 
and chairman of the public education 
commission of the Ohio Bankers As- 
sociation; H. A. Lyon, vice-president, 
Harold F. Strong Corporation, New 
York; Granville Jacobs, employee 
training expert; Leslie G. McDouall, 
president of the New Jersey Bankers 
Association, and I. I. Sperling, as- 
sistant vice-president, Cleveland 
Trust Company, Cleveland, and pres- 
ident, Financial Advertisers Associa- 
tion. : 

In addition to the development of 
the public relations theme at the 
general sessions, the association will 
hold a series of “brass tacks” meet- 
ings devoted to the technique of 
financial publicity and advertising at 
departmental sessions on the various 
forms of banking, commercial bank- 
ing, savings banking, investment 
banking, and trust service. 


Local Creameries Group 
Suggests Butter Drive 


A ten-year educational and adver- 
tising campaign was suggested for 
the creamery industry at a recent 
meeting of.directors of the National 
Association -of Local Creameries, at 
St. Paul. Income derived from small 
levies upon various articles used in 
manufacture and sale of butter would 
total $1,600,000 annually, for this 
purpose, it was stated. 

J. H. Anderson, Thompson, Ia., was 
elected president. J. S. McCornack, 
Albert Lea, Minn., was made vice- 
president, and W. A. Gordon, St. 
Paul, was elected secretary-treas- 
urer. 


Bendix Interests Enter 
Air Conditioning 


The Vincent Bendix interests of 
South Bend, Ind., have entered the 
air conditioning field, through ac- 
quisition of the Aeriet Air Condi- 
tioning Company, Chicago, by the 
Automatic Products Corporation. Vin- 
cent Bendix, head of the Bendix 
Aviation Corporation, is chairman ‘of 
the board of the Automatic Produits 
Corporation. 

The Bendix interests will take part 
in air conditioning developmeht, 
both residential and industrial, in ‘an 
aggressive manner. ' 


Elected Agency Head 

The board of directors of the Matos 
Advertising Company, Philadelphia, 
has elected Mrs. Elizabeth B. Matos 
as president and treasurer. This po- 
sition was formerly occupied by her 
husband, William Warder Matos, who 
died July 11. il 


Penney to P. R. A. C. 


W. R. Penney, advertising sales 
supervisor of the Los Angeles Times 
for seven years, and advertising 
director of the San Francisco Call- 
Bulletin for ten years, has been made 
Los Angeles manager of the Pacific 


Railways Advertising Company. 
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July 29, 1935 


Daily ‘March of Time’ 
Production Difficult 


Rush News Dramatizations Will Keep Staff 
of 75 “On Their Toes” 


New York, July 26.—The big job 
of putting the March of Time pro- 
gram on the air daily has already 
reached the rehearsal stage, so far 
as the script writers and production 
departments are concerned, as ex- 
ecutives, concerned over problems 
they will have to overcome on the 
spur of the moment when the feature 
takes to the network probably the 
latter part of August, take steps to 
forearm themselves. 

Considered a big achievement when 
it was a half-hour program once a 
week, March of Time in a five-a- 
week schedule from Monday to Fri- 
day, is causing gossip in advertising 
and radio circles because of the new 
burdens it places upon the two spon- 
sors and the ageney. Each of the 
broadcasts will occupy a 15-minute 
period over the WABC-Columbia net- 
work. 

Those responsible for its success 


agree that the assignment is one 
which will undoubtedly involve 
many difficulties. At the same time, 
they feel confident that it will go 
on the air with the flash, sparkle 
and painstaking impressiveness that 
characterized the former once-a-week 
March of Time. 

The new series will be presented 
by Time magazine and Remington- 
Rand, Inc., both of whom have pre- 
viously sponsored it at separate 
times. These firms will alternate, 
night by night, in sponsoring the 
dramatizations. 

Under the new plan, instead of 
dramatizing the news of the week, 
March of Time, pioneer news dram- 
atization program, will re-enact the 
news of the day. This will call for 
a quickened tempo, all down the 
line, and a larger staff. 

Handling of the details has been 
so highly organized that it is be- 


lieved the individuals working on the 
production will bear less burden than 
before, when at least one of the ex- 
ecutives did not get a single whole 
night’s sleep during its run of 30 
weeks. It is figured that 75 persons, 
on full time, will be employed in 
the presentation. This includes writ- 
ers, production men, orchestra, acting 
staff, sourd technicians and others. 
Arthur Pryor, Jr., vice-president in 
charge of radio of Batten, Barton, 
Durstine & Osborn, Inc., will direct 
the production. He has done so with 
past March of Time programs. Dur- 
ing previous series, he has developed 
two agency men to handle the details, 
leaving him free for supervisory 
work. These two are Bill Spier and 
Homer Fickett, both of BBDO. 


Will Alternate on Programs 


It is planned to have Bill Spier in 
charge of turning out the program 
one night, and Fickett the following 
night. In addition, two other men 
have been selected to train for sim- 
ilar jobs, if the need arises. They 
are John Martin and Charlie Under- 
hill. During the coming series, they 
will be assistants, respectively, to 
Spier and Fickett. 

As before under the weekly sched- 
ule, editors of Time will select and 
prepare the material, turning it over 
to the agency for production. A staff 
of six writers are now warming up 


ARTISTS ®* 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPEr 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


Nabieceieliiat tic naa siall 


workmen 


All Departments 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS ® 
PLANNING 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


PRINTING PRODUCTS CORPORATION. 


Telephone WABASH 3380 


Established 1888 


ENGRAVERS ° 
PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First Nationa! Bank, Chicago, Illinois 


RIGHT PRICE 
Because of superior 
facilities and efficient 


Polk and La Salle Streets 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 


CASE FEATURED 


E. Larson, “father of the March of 
Time,” will watch paternally over the 
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proceedings, criticizing and suggest- 
ing. William Geer will be in charge 
of writing the script. As formerly, 
Time’s staff will be leaned upon heav- 
ily for research. 

| Extensive merchandising activities 
‘are being undertaken by both spon- 
sors. Time is using it to promote the 
motion picture version of the March 
of Time, which since February has 
become one of screendom’s major at- 
tractions, despite the fact that it is 
the product of a group of “non-movie” 
men. Remington Rand is merchan- 
dising it extensively to its dealers 
and customers. 


Detroit Store 
Promotes Home- 


product is stressed. 


Recent newspaper advertisement 
for White Rock, in which the care 
used in packing and handling the 


Made Products 


Detroit, July 25.—The J. L. Hud- 
son Company, Detroit's largest store, 
nas inaugurated a series of institu- 


includes handling the news each 
as though the feature was to go 
the air in the evening. 


without strain and comfortably. 
jor problem. 
morning. At 


hearsal began. 
til 


9:30, the first 
It was continued 


that afternoon and night. 


rehearsed. 


to go on the air an hour or so la 
Has Already Been Tested 


The daily program is worka 


ing it through the microphones. 
cause the dramatizations will go 


xram will have a substantially 


more greatly emphasized. 

The finished performance will 
on the air at 10:30 New York ti 
It may contain news that has 
even reached print yet. It is thou 
that the scripts will be ready to 


News will come in during the 
hearsal and corrections will be m 
whenever needed. 


to keep the presentation up to 
minute. 


the hands of all concerned in finis 
form. When there is not time 
stenciling, those concerned will 
given typewritten copies. 
may even be 
broadcast. 
rehearsal will be staged. 

The cast will be larger than 
merly, in all likelihood. Here, 
elsewhere, past experience on 
March of Time dramatizations 
counted on to overcome many 
stacles and obstructions. The 


made during 


to the job. Their present schedule 


In this way, 
preparation of the scripts is being 


The time element is now the ma- 
When March of Time 
was heard once a week, the scripts 
were pretty well in shape Thursday 


1 p. m. Then the production 
was re-written and brought up to date 
From 9:30 
a. m. to 3 p. m. Friday, it was again 
The cast was back at 8 
to brush up on the last changes, 
check up on the timing and prepare 


executives know because it has been 
tested up to the very point of. send- 


the air so soon after the actual hap- 
penings, it is believed the new pro- 


ferent flavor, for the news element 
will be much more important and 


into a three-hour rehearsal at 6 p. 


There will be a staff at the studio 


Stenciling equipment there 
will enable getting the script into 


Changes 


At 10 o’clock, the dress 


tional advertisements designed to ac- 
quaint Detroiters with the diversi- 
fied manufactures of the city. 

One advertisement describes the 
beginning of the paint industry in 


day 
on 


mastered. It is planned to increase Detroit, the growth of the industry, 
the staff to a point where the work and today’s full flowering through 
can be accomplished _ effectively such manufacturers as Berry Broth- 


ers, Detroit White Lead Works, 
Truscon Laboratories, Boydell White 
Lead and Color Company, and the 
Park Chemical Company. 

“The products of these and allied 
manufacturers .. . are sold in Hud- 
son’s tenth floor paint department,” 
copy concludes. 


re- 
un- 


F waltecs Self- 


Control Progresses 


The Associated Furniture Dealers 
of New York, Inc., has issued a folder 
on regulations for furniture, refrig- 
erator and radio advertising and sell- 
ing, approved June 27, superseding 
those put into effect April 26, 1933. 
The association designated the Bet- 
ter Business Bureau of New York 
City as enforcement authority. 

“This whole program,” said a bul- 
letin published by the latter, “chalks 
up another solid gain for trade prac- 
tice work voluntarily done by busi- 
ness, without government prodding 
or compulsion. Instances of this 
kind indicate that business is in- 
telligent and effective in the matter 
of planning and managing its own 
conduct and that, in the long run, 
business does much more for the 
consumer interest, in practical terms, 
than government attempts at con- 
trol of business can accomplish.” 
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Gets American Film 


An animated motion picture car- 
toon, “Gulliver in Greenford,” has 
been produced by Audio Productions, 
Inc., for J. Lyon & Co., London, 
England designed to exploit Lyon’s 
Green Label tea, popular in the 
British Isles. 


Oughton With Seymour 


Fred W. Oughton, recently with 
Blake-Butler Corporation and pre- 
viously with Cowan & Dengler, Inc., 
has joined the sales staff of the Sey- 
mour Paper Company, New York. 


the 
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for 
be 


the 


for- 
as 
the 
is 
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cleus of the enlarged cast will be 
actors on the former weekly pro- 
gram. Because of the nature of the 
work, all will have to stand by for 
last minute breaks in the news. For 
specialists, when necessary, outsid- 
ers will be called in. So far as the 
regular staff is concerned, it will now 


| be impossible for them to hold down 


other radio or theatrical jobs. 
Many Last-Minute Details 


In experiments, four to six epi- 
sodes filled the available time. This 
is by no means the pattern that may 
be followed. It is possible that 
fewer long dramatizations and/or 


;not been completed yet, either. 


many more shorts may take up the 
15 minutes. The list of stations has 
In 
the weekly program, 41 were used, 
giving coast-to-coast coverage. At 
least this many and possibly more 
will carry the daily feature. 

On Time’s end of the project, Roy 


SPORTSMEN MUST SHAVE 


So far this year, advertisers of 
shaving goods have spent more 
of their advertising dollars in 
the National Sportsman-Hunt- 
ing & Fishing combination than 
in any other outdoor magazine. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston NewYork Chicago Atlanta 
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BS Consider ROTOGRAVURE 


@ 350 pennies to the dollar in rotogravure? Exactly! For the Gallup made, Kimberly- 
Clark sponsored study of reader interest in the Sunday newspaper has proved that 
display advertising in rotogravure attracts (on the average) 3% times as much 
attention as display advertising in black and white, magazine, or comic sections. So 


just as surely as space is cheap or costly, depending on whether its reader interest 
rate is high or low, rotogravure (which 


is 372 times more productive) is actually 
the lowest cost advertising space you 
can buy on Sunday. 
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on PRICE ALONE... 


@ Here are typical examples 
of the reader response you 


All good stores selling pens 
demonstrat his wane of science 
* daily. Don’t let an old-fashioned pen 
* penalize P og learning and earning. 

another day. 
RE he presen the — 
contract for his client’s 
signature. 

Be careful not to con- 
fuse this sacless marvel 


with so-called vacuum 


fillers having squirt-gun . pe 


me 


ton and valves, 
gems comalding rubber Sver-Size, $10 Other Vacumatic 


ink sacs. Pencil, $2.50 Styles, $5 


can expect from rotogravure 


advertising and from comic 


advertising. Of course, both 


sign up with 
Gain’ old ren, 

Ht it ran out of ink, The 
man mused a moment, 
then said: “Ul think it 


these ads ran in the same 


paper on the same day. The 


overs.” He did, cha his The Note: 20,000- Bottle 
mind, and Mr. McElwain was invented aby comet ue eee) tt See S 
lost the deal! at the University of Wis- a pen as it writes. Address Dept..397 


strip ad, one-half page in 
size, stopped some 205,949 
readers at a cost of $900 
* | (open rate). Thus for every 
dollar invested, it delivered 229 readers. The rotogravure ad, 420 lines in size, 
stopped some 228,416 readers at a cost of only $483 (open rate) and thus delivered 
473 readers per dollar of its cost. Study these ads and the lesson they teach. They 
| typify what test, experience, and results have showed to be the most effective news- 
| paper techniques. Yet the rotogravure ad delivered more than twice as many readers 


per dollar as the comic ad . . . remember, the average is more than three times as 
4 many! Again, incontrovertible proof that the additional reader interest of the Rotogra- 
vure Section means additional readers for advertisers and lower costs for advertisers. 
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You can do it better with ROTOGRAVURE 


@ You can’t convince prospects with your mes- 
sage, no matter lee good it is, unless it’s put 
where prospects will see it! As the Gallup Survey 
proves, the Rotogravure Section is seen by more 


people ... read by more people... than any 


‘ Established 1872 © Neenah, Wisconsin 


other section of the Sunday paper. So on the 


basis of economy of results, don’t deny your- 
self the best space money can buy. Space that ; 
makes Sunday advertising truly profitable. 


Space in the Rotogravure Section. 


NEW YORK CHICAGO LOS ANGELES 
122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 
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HOUSE VOTES 10 
PUT FACA UNDER 
TREASURY RULE 


Washington, D. C., July 24.—Bear- 
ing the general endorsement of the 
administration, and labeled as “must” 
legislation, a bill which would con- 
tinue the Federal Alcohol Control 
Administration, not as a _ separate 
agency, but under the jurisdiction of 
the Secretary of the Treasury, was 
passed today by the House. 

Representative Cullen of New York, 
chairman of the sub-committee which 
drafted the bill, has expressed con- 
fidence that it will stand any as- 
sault on its constitutionality. The 
measure has been forwarded to the 
Senate. 

Under the bill, brewers and the 
“producing of malt beverages” are re- 
moved from administration of the 
F. A. C. A. The bill also exempts 
state agencies from its provisions. It 
permits bulk sales under certain con- 
ditions, a point of long disagreement 
between the sub-committee, the 
Treasury, and the present F. A. C. A. 
It prohibits sale on consignment, 
however. 

Labeling, enforcement, and inter- 
locking directorates are covered by 
the bill. 

The bill proposes to prohibit the 
use as a brand name the name of 
any living individual of public prom- 
inence or existing private or public 
organization, or a name that is in 
simulation of/or an abbreviation. 


Other Restrictions 


It also is proposed to prohibit the 
use of a graphic, pictorial, or em- 
blematic representation of any such 
individual or organization, if the use 
of such name or representation is 
likely falsely to lead the consumer 
to believe that the product has been 
indorsed or produced under the su- 
pervision or is in accordance with 
specifications of such an individual 
or organization. 

There are exceptions provided 
which state, in effect, that there may 
be used the name of any person en- 
gaged in business as a distiller, 
brewer, rectifier, blender or producer, 
or as an importer, wholesaler, re- 
tailer, bottler, or warehouseman, or 
the name of any person or a trade 
or brand name used by him or his 
predecessor in interest prior to the 
date of enactment. 

Enforcement is placed under the 
Treasury Department, of which the 
Federal Alcohol Control Administra- 
tion would be a sub-division. The 
administrator is to receive $10,000 a 
year and is to be named by the Presi- 
dent with the advice and approval of 
the Secretary of the Treasury. 

The measure would prevent any 
person from being an officer or direc- 
tor in more than one company en- 
gaged in distilling, rectifying or 


CHARTS SHOW TREND OF NEWSPAPER LINEAGE AT A GLANCE 
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These charts, prepared by Media Records, Inc., show the trend in total and general newspaper adver- 
tising in 52 cities from January 1928 through June 1935. 


blending spirits, unless the com- 
panies were affiliated prior to pas- 
sage of the act or unless states re- 
quired incorporation under their own 
laws. 


Robbins Manager 


G.F.’s Eastern Plants 


William M. Robbins, vice-presi- 
dent of Walter Baker & Co., has been 
appointed manager of General Foods 
Corporation’s Eastern plants, suc- 
ceeding Udell C. Young, now man- 
ager of General Foods manufactur- 
ing and transportation. 

Entering the Postum sales depart- 
ment in 1924, Mr. Robbins became 
Pittsburgh district sales manager two 
years later, assistant to the vice- 
president in charge of manufactur- 
ing in 1928 and Baker vice-president 
in 1934. He will supervise produc- 
tion in Maxwell House, Sanka, Wal- 
ter Baker, Minute Tapioca, La 
France, Franklin Baker and Log 
Cabin plants. 


A. B. C. and Newspaper 
Meeting Postponed 


The joint meeting of the commit- 
tee of directors of the Audit Bureau 
of circulations and the newspaper 
investigating committee headed by 
Frank S. Newell, Toledo Blade, which 
was to take place July 26 in New 
York, has been called off at the re- 
quest of Mr. Newell because of his in- 
ability to assemble members of his 
group on the date set. 

The meeting was arranged for the 
purpose of discussing the committee’s 
proposals for changes in A.B.C. by- 
laws and rules. A meeting may be 
arranged for early in September. 


You pick 


up the ‘phone— 
we pick up the work 


And we mean pronto! Five trucks and 
‘dozens of fast stepping lads are at your 
beck and call. 

That was a good story—“We Cover 
the Water Front.” As rendered by P. & A., the title is 
changed to “We Cover the Advertising Front.” 
or outlying —no matter where you're basking in the 
commercial Chicago sun—just try buzzing Harrison 3732. 

Mats — Stereotypes — Nickeltypes — Ad Electros — 
when you want them in a hurry—and in top hole qual- 
ity —we're literally as close to you as your Illinois Bell. 

Incidentally, advertising men all, we thank you for 
keeping our pick-up service plenty busy these days. 


Partridge & Anderson Company 


Electrotypes - Nickeltypes - Stereotypes - Matrices 


Loop 


712 Federal Street - Chicago 


Gives Pinkham 
View on Food 


And Drug Bill 


Washington, D. C., July 25.—Mrs. 
Caroline C. Gove of Marblehead 
Neck, Mass., 78-year old head of the 
Lydia E. Pinkham Medicine Com- 
pany of Lynn, made her first trip 
in an airplane Sunday, to make a 
personal protest on Monday before a 
U. S. Senate committee against a 
section of the Copeland food and 
drug bill which she fears will be dis- 
astrous to the company established 
by her mother, Lydia E. Pinkham. 

Mrs. Gove believes that delega- 
tion of dual authority to the Federal 
Trade Commission and the Depart- 
ment of Agriculture, of enforcement 
of advertising regulations, will be 
so harmful to the Pinkham company 
that continuance of the business will 
be impossible. 

Under the Copeland bill, Mrs. 
Gove points out, testimonials must 
be approved by both the Federal 
Trade Commission and the Depart- 
ment of Agriculture, before they can 
be used in advertising. It is her be- 
lief that before such dual approval 
could be obtained protracted delays 
would occur which could wreck the 
advertising programs of manufactur- 
ers. This belief prompted her trip 
to the capital. 

“I believe,” said Mrs. Gove, “that 
only questions of food and drugs that 
are deleterious should come under 
the authority of the Department of 
Agriculture and that the Federal 
Trade Commission should settle 
any question of false advertising.” 

“For 21 years the Federal Trade 
Commission has protected the public 
pocketbooks and they are in a bet- 
ter position than the Department of 
Agriculture to handle this question. 

“Such dual authority as the Cope- 
land bill gives would result in har- 
assing and embarrassing the manu- 
facturers and result in the destruc- 
tion of well established businesses 
such as the Lydia E. Pinkham Medi- 
cine Company which has stood the 
test of 60 years of honorable busi- 
ness dealing, to say nothing of all 
the businesses that are dependent 
upon it.” 


Is 25 Years Old 


Gerber & Crossley, Inc., Portland, 
Ore., has celebrated its 25th anni- 
versary with publication of a book- 
let reviewing its career as an adver- 
tising agency. The booklet contains 
pictures, of the firm’s executive per- 
sonnel and lists accounts. Of spe- 
cial interest is a section, “15 Steps 
in Successful Marketing.” 


Rug Cleaners’ 
Campaign May _ 
Hit a Million 


New York, July 26.—Companies 
already enrolled in the new Certi- 
fied Rug Cleaners Institute, which 
plans to spend one and a half per 
cent of sales in cooperative adver- 
tising, do between $10,000,000 and 
$15,000,000 of business annually, a 
representative stated in correcting a 
statement made last week wherein 
omission of a cipher presented the 
volume at one-tenth its size. 

This is the volume of the 18 firms 
now enrolled. Between 30 and 35 
firms considered eligible do approxi- 
mately $40,000,000 annually. Others 
are qualifying by installing machin- 
ery and methods which will meet the 
institute’s requirements. The entire 
rug cleaning industry, it is reported, 
amounts to $100,000,000 annually. 
Cole-Anspach, Inc., is the agency for 
the new institute. 


Garlough Promoted 


Jay P. Garlough has been made 
a vice-president of the Campbell-San- 
ford Advertising Company, Cleveland. 


Taxicab Ads 
Make Bow in 
Philadelphia 


Philadelphia, Pa., July 25.—Taxi- 
cab advertising has been given its 
debut in Philadelphia under auspices 
of the Philadelphia Advertising Com- 
pany, Philadelphia affiliate of Bar- 
ron G. Collier, Inc. 

Card racks similar to those used 
in trolley cars have been installed 
in the 550 cabs of the Yellow Cab 
Company and the Quaker City Cab 
Company, both subsidiaries of the 
Philadelphia Rapid Transit Company. 

Unlike the New York system, 
which employs a rotating set, 22 
cards on a reel, appearing one at 
a time, the Philadelphia cabs have 
been equipped with racks holding six 
cards in full view at all times. Less 
than full-card-space will also be sold. 

In four-column newspaper adver- 
tisement announcing the new serv- 
ice, the Philadelphia Advertising 
Company pointed out that the cabs 
in which the cards will be posted 
carry an average of 1,000 passengers 
per cab per month, which will give 
the advertiser a circulation of about 
550,000 passengers a month, or 
6,600,000 a year. 

Taxicab advertising has been used 
successfully in New York for more 
than four years, the company states, 
and is now being used in Baltimore, 
Boston and other important cities. 


N. Y. Legion Denounces 
Ad Amendments 


A resolution unequivocally and un- 
qualifiedly opposing any amendments 
to the Agricultural Adjustment Act 
which would in any manner attempt 
to curtail advertising of reputable, 
legitimate advertisers, either through 
processing taxes or control by the 
Department of Agriculture or any 
other governmental department was 
adopted unanimously by the New 
York Advertising Men’s Post, 209, of 
the American Legion at its meeting 
this week. 

The resolution further opposed any 
‘Téegislation tending” 
on the necessities of life and de- 
clared in favor of defending and pro- 
moting the welfare of advertising. 
Copies were sent to President Roose- 
velt, the Secretary of Agriculture, 
New York members of Congress, and 
others. 


Plan Premium Meeting 


Sixty- two exhibit spaces have been 
sold to premium manufacturers for 
the Atlantic Coast Premium Buyers 
Exposition, to be held at the Penn- 
sylvania Hotel, New York, Sept. 23-27. 
The exposition will be held concur- 
rently with the semi-annual conven- 
tion of the Premium Advertising As- 
sociation of America, Inc. An his- 
torical dramatization of the use of 
premiums will be presented follow- 


ing the semi-annual dinner Sept. 25. 


ability—all under 


atasaving of pam. trouble end money 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
504 SHERMAN STREET, CHICAGO + WABASH 7820 


N IMPOSING group affeiiobedetul advertising executives 
find this a lucky numbér. It eiables you to use a service 
consisting of ad-setting, engraving, ao and creative 
: > roof, ah 


Specially trained men are 


always on their t + to serve you 80 well t you will come 
back again. Wegan lighten your burdens ‘ at the same 
time produce rand more profi ing for you— 
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Terre Haute Dailies 
Forced to Suspend 
By General Strike 


Terre Haute, Ind., July 25.—News- 
papers and advertising in general 
suffered in the short-lived but intense 
“labor holiday” which was called 
here Monday and which threatened 
this community of 65,000 persons 
with serious results until declaration 
of martial law forced the abandon- 
ment of the strike yesterday. 

The city and county-wide strike 
was called by some 40 local labor 
unions and crafts in protest against 
the alleged bringing in of out of town 
guards and strike breakers by the 
Columbian Enameling and Stamping 
Company, where a strike has been in 
effect since March. Despite the fact 
that the sympathy strike was re- 
ported not to have the sanction of the 
Central Labor Union, the walkout of 
local labor was practically unani- 
mous by Monday night and every 
business house, theater, gasoline sta- 
tion, hotel, restaurant, lunch room, 
grocery store, bakery and other com- 
mercial enterprise was closed. 

The Terre Haute Tribune and the 


Terre Haute Star, morning and eve-| 
ning newspapers, were forced to sus- | 
| pend publication for the first time in 
their history. The Tribune issued a | 
;paper early Monday morning and 
|} sent it out by mail and rural route 
| delivery, but no copies were sold on 
| the city streets. 
Out of town newspapers were 
| brought into the city and newsboys 
|did a land-office business in them 
|until threats and intimidation by a 
| self-appointed committee of workers 
forced them off the street. 


Buys “Opportunity” 

Opportunity Magazine, Chicago, has 
been purchased by A. H. Kulikowski 
of Chicago. Rhodes-Weed, New York, 
have been appointed New York rep- 
resentatives. Kenneth C. Smith has 
been named managing editor. Plans 
for the improvement of the maga- 
zine will be launched with the Sep- 
tember issue. 


“Tribune” Starts Search 


The Chicago Tribune has launched 
a “Golden Voice Want Ad-Viser Com- 
petition,” to select three new mem- 
bers of its classified advertising tele- 
phone staff. In the finals, 15 candi- 
dates will read short announcements 
cver WGN. The audience vote will 


be considered in deciding the win- 
ners. 


ADVERTISING AGE 


GULLIBILITY 
MEASURED IN 
TOLEDO STUDY 


Warns Advertisers to Re- 
vise Ad Policies 


Toledo, O., July 25.—Retail and na- 
tional advertisers must speed up re- 
vision of their advertising policies, 
in order to keep pace with the fast- 
growing intelligence of consumers, 
warns Harold A. Frey, associate pro- 
fessor of marketing, University of 
Toledo. 

In a new pamphlet, “What Your 
Customers Think About Your Retail 
Advertising Methods and Media,” 
Prof.-Frey has condensed findings of 
a study of the “gullibility” and atti- 
tude toward retail advertising of 
1,284 Toledo consumers. 

The survey was divided into three 
parts: a gullibility test on six ad- 
vertisements selected from Toledo 
newspapers; an attitude test based 


GOVERNORS WRITE 


Full-page newspaper advertise- 
ment reproducing letters of East 
coast governors congratulating 
Amoco on its 25th anniversary. 


on ten questions, five favorable and 


five unfavorable, toward retail adver- 


tising; and a specific test of what 
customers like and dislike about re- 
tail advertising methods and me- 
diums. In the three seperate studies, 


FoR A NEW KIND OF ELECTROTYPING SERVICE 


TO THE PACIFIC STATES... 


RAPID ADDS 
PACIFIC COAST 
DIVISION 


@ Hoffschneider Bros., largest West 
Coast electrotyping concern, with 
branches in San Francisco and Oakland, 
now merged with Rapid. 


Provup is Rapid of the joining of these 
two leaders—Hoffschneider Bros., largest 


distributors of 


electrotypes and mats 


on the West Coast and Rapid, largest of 
its kind in the world. 


The name Hoffschneider, 


since 1861, will 


established 


remain. The manage- 


ment of the two California plants—San 
Francisco and Oakland — will be in the 
hands of Bert Hoffschneider, assisted by 
his two brothers, George W. and Forest. 


Thus the personal relationship between 


CINCINNATI 


Hoffschneider and West Coast advertisers 
will not be disturbed. It will be strength- 
ened by a complete modernization of the 
plants and by all the facilities of Rapid. 


By this act, Rapid adds to its national 
service—famous for the speedy distribu- 
tion of quality plates—local service from 
three salient points—New York, Cincin- 


nati, San Francisco. 


Again Rapid has 


demonstrated the progressiveness that 
has won for it the friendly patronage of 
the nation’s advertisers, large and small. 


MME, formoree 


President 


LARGEST PLATE MAKERS 
IN THE WORLD 


-ELECTROTYPE ( 


3 


BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO, OAKLAND 


HOFFSCHNEIDER BROS., 500 Howard St., San Francisco 


324 Thirteenth St., Oakland 


THE ATLANTIC ELECTROTYPE AND STEREOTYPE CoO., 228E. 45th St., New York 


662 men and 622 women were in- 
terviewed. 

The gullibility test concerned ad- 
vertisements of a bank’s Christmas 
savings club, a reducing preparation, 
a furniture sale, fur-trimmed coats, 
and advertisements of two jewelry 
stores. The consumer was asked, 
“Do these advertisements ring true?” 


Still Gullible 


“The largest percentage of error,” 
Prof. Frey reports, “occurred on the 
third advertisement, when 36 per 
cent of the men and 35 per cent of 
the women believed that a jewelry 
store would bring in brand new mer- 
chandise to sell at one-half off.” 

Among 140 men interviewed in the 
gullibility test, 40 salesmen showed 
the least gullibility. Their percent- 
age of error was 17.5 per cent, with 
42 errors. The most gullible were 
11 unskilled laborers, with 17 errors, 
or a percentage of error of 25.7 per 
cent. Other percentages of error were: 
25 clerks, 18 per cent; seven profes- 
sors and teachers, 19 per cent; 13 
executives, 19.9 per cent; 28 profes- 
sional men, 22 per cent; 16 unskilled 
laborers, 23.3 per cent. 

Teachers came off besi, in the test 
of gullibility of 178 women. Eleven 
teachers made 12 errors, or a per- 
centage of error of 18.2 per cent. The 
most gullible were 117 housewives, 
who made 149 errors, or a percent- 
age of error of 21.2 per cent. Twenty- 
seven business women, excluding 
clerks, had a percentage of error of 
20.5 per cent, while 23 sales people 
and clerks had a percentage of error 
of 21 per cent. 

“On the gullibility test practically 
no difference was noticeable due to 
the factor of sex,’’ Prof. Frey states. 
“Age, however, made a considerable 
difference. Young men under 30 
were 35 per cent less gullible than 
all men. Young women under 30 
were 20 per cent less gullible than 
all women.” 

“While a high percentage of con- 
sumer gullibility still exists, especi- 
ally among middle-aged customers of 
both sexes, this percentage is stead- 
ily decreasing,” Prof. Frey com- 
ments. 


Cites Consumer Activity 


He cites the work of Better Busi- 
ness Bureaus, books such as “Your 
Money’s Worth,” and “Skin Deep,” 
and services such as Consumers’ 


Research, in developing consumer 
opinion. “Those consumers who do 
little serious reading are in some 
instances influenced by the bur- 


lesqued advertisements in Ballyhoo, 
and are indirectly influenced by the 
word of mouth propaganda of an 
active, militant minority sponsoring 


the consumer movement,” he de- 
clares. 
“Advertising has an important 


part to play in restoring business 
prosperity,” Prof. Frey asserts. 
“Properly used, it benefits both the 
manufacturer, the retailer, and the 
consumer. Nevertheless, far too many 
advertisements are insincere, unre- 
liable, and written with technique 
used so successfully by the late P. T. 
Barnum. Other advertisements are 
so sticky with commercialized senti- 
ment and utter ‘hooey’ that even a 
dull-witted reader gets a laugh out of 
them.” 

Further governmental regulation, 
of a perhaps undesirable type, con- 
fronts retail and national advertisers 
unless they put their house in order, 
he concludes. 

“The thousand or more consumers 
interviewed in the survey made by 
the Market Research Corporation of 
America were strongly in favor of 
‘governmental control of the trust- 
worthiness of advertising,’” Prof. 
Frey reminds the reader. “Eighty 
per cent of all classes interviewed in 
this survey favored stricter regula- 
tion of advertising by the govern- 
ment. While these surveys may not 
be conclusive enough to permit too 
much generalizing, they are sign 
posts which point to a more critical 
attitude on the part of consumers, 
not only toward advertising, but to- 
ward business as a whole.” 


Halpern to Hartman 


G. A. Halpern, for the past eight 
years chief copy writer of Lord & 
Thomas in New York, has joined L. 
H. Hartman Company, Inc., as a 


/|partner and copy chief. 
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EXPECT 100,000 
CONTESTANTS IN 
SOAP BOX DERBY 


Detroit, Mich., July 26.—Heralded 
by large-space publicity promotion in 
Detroit newspapers, 3,500 boys took 
part here over the week-end in the 
first qualifying race of the All-Ameri- 
can Soap Box Derby. 

The day’s contests launched a na- 
tional program of juvenile hill-coast- 
ing which will bring together in 
competition 100,000 boys in 53 cities 
in the next three weeks, and which 
will end with the staging of the 
championship final at Akron, O., 
Aug. 11. 

The event is sponsored by Chev- 
rolet Motor Company in collabora- 
tion with a leading newspaper in 
each of the cities. Major prizes con- 
sist of a $2,000 four-year scholar- 
ship in any state university or col- 
lege the winner selects, a Chevrolet 
Master de luxe coach for second 
prize and a Chevrolet Standard 
coach for third. 

More than three million specta- 
tors, it is estimated, will watch the 
city races and the championship 
event. 

Finalists will arrive in Akron, Sat- 
urday, Aug. 10, as guests of the 
sponsoring newspaper, and will be 
entertained and banqueted there by 
Chevrolet. They will arrive in time 
to see the city race there and ac- 
quaint themselves with the steeply 
graded Tallmadge avenue hill, where 
the final will be run. 


Expect Celebrities 


The course, to be closed to traffic 
for two miles by order of Governor 
Martin L. Davey, of Ohio, will be 
flanked by temporary grandstands. 

Graham McNamee will broadcast 
the race over a coast-to-coast net- 
work, and four major newsreel com- 
panies will photograph the event. 
Celebrities expected include Babe 
Ruth, Jimmy Braddock, ‘Wild Bill” 
Cummings, Grantland Rice, Paul 
Gallico and Damon Runyon. 

In addition to the major awards, 
the C. F. Kettering Trophy will be 
presented to the builder of the best 
constructed and designed car. Each 
contestant will be provided by Fisher 
Body Corporation with a “turret top 
safety steel helmet,” and M. E. 
Coyle, president and general mana- 
ger of Chevrolet, will give each city 
champion a silver trophy. 


Repair Plant and Ranch 
Name Hillman-Shane 


Master Service Corporation, auto- 
motive repair plant, and the B-Bar-H 
Dude Ranch of Palm Springs, Cal., 
have appointed Hillman-Shane Ad- 
vertising Agency, Inc., Los Angeles, 
to handle their advertising. 

Master Service Corporation will 
launch a regional compaign employ- 
ing radio, newspapers, and direct 
mail. The ranch management will 
use class magazines and direct mail 
in a national campaign. 


Adopts Rigid Policy 

WKRC, Cincinnati, has adopted a 
new program policy in keeping with 
regulations outlined for advertising 
cn the Columbia Broadcasting Sys- 
tem. The station has announced that 
it will exclude certain products from 
its facilities, and will attempt to 
limit the amount of commercial con- 
tinuities. 


Joins “N. A. R. D. Journal’ 


Donald S. Barnes has been ap- 
pointed advertising manager of the 
“N. A. R. D. Journal,” Chicago, offi- 
cial publication of the National As- 
sociation of Retail Druggists. Mr. 
Barnes was formerly § advertising 
manager of the North Western Drug- 
gist, St. Paul and Minneapolis. 


Named by Schemm 
Brewing Company 

J. J. Rosenthal Advertising Agency, 
Ine., Detroit, has been appointed ad- 
vertising agent for Schemm Brew- 
ing Company, Saginaw, Mich. Adver- 
tising will start about the middle of 


Whiting-Plover Expands 


The Whiting-Plover Paper Com- 
pany, Stevens Point, Wis., has started 
a $150,000 program of plant improve- 
ment, including installation of new 
machinery and equipment. Shortly 
after Sept. 1, when it is expected 
that all of the new work will be 
completed, an extensive promotion 
and advertising campaign will be 
launched to the trade. 


To Promote Flinch 


A national magazine campaign will 
be placed in the fall by Horne, Mor- 
rissey & Co., for Flinch Card Com- 
pany, which has revived the card 
game of 30 years ago which had over 
7,000,000 sales. The Flinch cards 
have been put in a new package, with 
new rules, and can be used in play- 
ing six other games. 


F. A. Owen, Head 
Of ‘‘Instructor’’, 


Dies Suddenly 


Dansville, N. Y., July 23.—Funeral 
services for Frederick Augustus 
Owen, president of F. A. Owen Pub- 
lishing Company, and publisher of 
The Instructor, were held at his home 
here Saturday, July 20. Mr. Owen, 
who was in his 68th year, died sud- 
denly of a cerebral hemorrhage early 
in the morning of July 18. 

Mr. Owen established the Normal 
Instructor in 1891, the name of which 
was later changed to The Instructor, 
primarily to aid him in securing 


August. 
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business for what is declared to have |advanced to Mr. Fowler’s former post. 
been the first correspondence course Francis C. Owen has resigned as 
ever set up in this country—a course | secretary of the publishing company, 
designed to aid elementary school|and has been succeeded by Kenneth 
teachers in advancing in their pro- | Plough. W. B. Bundy continues as 
fession. He had been in active charge | treasurer and advertising director. 

of the business continuously since its | No other changes in the staff of 
foundation. |the publication are contemplated. 


Surviving the publisher are his 
widow, two daughters, two brothers, 
Francis C., who was connected with 
The Instructor, and Earl W., of 
Ogden, Utah, and a number of nieces 
and nephews. 

At a meeting of officials of the F. 
A. Owen Publishing Company here 
early this week, H. G. Fowler, who 
has been vice-president of the com- 
pany, was named president to suc- 
ceed Mr. Owen, and J. C. Thomson, 
formerly circulation manager, was 


Agency Name Changed 


The name of the Rogers-Gano Ad- 
vertising Agency, Chicago and Tulsa, 
has been changed to Rogers, Gano 
and Gibbons, Inc., in order to iden- 
tify more widely with the company 
J. Burr Gibbons, who has been ac- 
tively interested in the agency since 
1931. The management and personnel 
of the agency remains unchanged. 
R. C. Gano continues as president. 
Mr. Gibbons is vice-president, and J. 
C. Bachrodt is secretary. 
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. | Rodwtey E. Boone, General Manager 
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families. This is not to say that 


the Mortons reading other Chicago 
newspapers. Of course there are! 
Qur point is: the American has 
built up, over the years, a tremen- 
dous following among the Morton 
type of family. And this type of 
family, Mr. Manufacturer, is the 
best kind of customer for food— 
or for anything. 


It possesses all the elements that 
work together to create sales. The 
Morton type of family is within 
the age range—in its 30s or 40s— 


America’s income today. 


The Mortons are typi- 
cal of hundreds of 
thousands of Chicago 


growing children, still under the 
parental roof, still dependent upon 
parental purse strings. It is not 
hidebound by tradition and reacts 
sympathetically to new ideas—and 
the advertising of them. Ina word, 
it is the class market of today, 
combining quality (young, income- 
earning families) with quantity 
(more families, more individuals 
per family). 


are not other families like 


Unquestionably, the American 
controls the Mortons. It offers you 
the largest evening circulation in 
Chicago, more young, growing 
families, the most concentrated, 
at-home-in-the-evening circulation 
in town. So, Mr. Manufacturer, 
advertise to the Mortons; they'll 
literally eat up your sales story! 


is earning the bulk of 
It has 
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ADVERTISING AGE 


July 29, 1935 


The Week's 


New Programs 


New radio programs, changes in 
types of programs, and renewals of | 
programs sponsored by national ad- 
vertisers which take effect this week | 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 

July 29 

Lever Brothers Company, for Lux 
soap. Switch in networks. “The 
Lux Radio Theater.” Monday, 9 to 
10 p. m., EDST, over 60 stations of 
the Columbia Broadcasting System 
from coast to coast. Originates at | 
WABC, New York. Agency, J. Walter 
Thompson Company, New York. 


Goes to “This Week” 

Annan W. Morford, for 12 years in 
charge of advertising promotion on 
Collier's and before that advertis- 
ing manager of the United Fruit 
Company’s Great White Fleet cruises 
and on the old George L. Dyer 
agency’s staff, has joined the adver- 


tising staff of This Week, New York. 


“Farm Journal” 
Adds to Staff; 
Speeds Printing 


Philadelphia, Pa., July 24.—Speed- 
ing up of production schedules in 
order to feature news developments 
affecting the farm field has been an- 
nounced by Graham Patterson, pub- 
lisher of The Farm Journal, effec- 
tive with the October issue. 

The closing date for October is 
Sept. 4, compared with the former 
closing date of Aug. 25, while com- 
plete plates will be accepted as late 


as Sept. 11. The publication date is 
Sept. 25. 
Prof. Walter B. Pitkin, psycho- 


logist and author of “Life Begins 
at Forty,” has been given an assign- 
ment as roving editorial director. He 
will report significant findings based 
on his work for the United States 
government and the state of Texas | 
in farm rehabilitation and the study | 
of soil erosion. Last-minute news 
from Washington will also be fea- 
tured beginning with the October 
issue. Prof. Pitkin will make his 
headquarters in the Graybar build- 
ing, New York. 

A number of additional appoint- 


WEATHER MAN HELPS 


R 

wot WEATHE . 
GGESTION: 

LUNCHEON SUCHE 


®SHREDDED WHEAT 


Foe a Coot Nourishing 


A Product ef NATIONAL BISCUIT COMPANY 


A St. Louis newspaper advertise- 
ment for Shredded Wheat, indi- 
cating how localized weather re- 
ports are featured in the copy. 


ments to the staff of The Farm Jour- 
nal were also announced by Mr. 


Patterson today. Paul Christian, 
formerly assistant general manager 
of the Washington Post, has been 
appointed business manager. He 
was formerly with N. W. Ayer & Son. 

Frank Young has been named head 
of the New York office of the pub- 
lication, returning to The Farm 
Journal from Pictorial Review. Jack 
Walker is also in the New York of- 
fice. Clayton Armitage, formerly 
with National Sportsman, has opened 
a Detroit office in the General Motors 
building. 

Wallace Patterson, former western 
advertising manager of Christian 
Herald, has been added to the Chi- 
cago staff of The Farm Journal, in 
addition to David D. Davis, Jr., for- 
merly with International Magazine 
Company, National Broadcasting 
Company and Outdoor Advertising, 
Inc., and John G. Patterson, son of 
the publisher, who graduated from 
Harvard this year. 

P. E. Ward, former president and 
publisher of The Farm Journal con- 
tinues as circulation manager. 


Bowman Gets Two 


Luckey Bowman, Inc., New York, 
has been appointed to handle the ad- 
vertising of the Shaw Furniture 
Company, Boston, and Wm. H. Lutton 
Company. Curtis F. Columbia is ac- 
count executive for both. 
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“| like the way you bring our 
retailers into the advertising plan.” 


Your local retailers can be brought right into your national 
advertising when they are listed under your brand name 
in classified telephone directories. One short sentence in 
your advertising can tell prospects how to locate your 


nearest representative. 


Such positive identification makes your advertising 


- . cn’ a PL 
more effective— brings home the sales your advertising au previo’ 
ee ° . . * Breaking piymouth P ‘arst 
makes. “Where to Buy It” Service belongs in your ad- recorton cart I” ane Best 
es ° . . ° — jow-P | 
vertising budget. Specific estimates furnished, without Tagineere? 
. . * . c ” 
obligation, to agencies or advertisers. 49 «wHERE To BUY ae 
a a s yisted 
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Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 

AGE. 

No. 783. “What Does Jake Think?” 
Jake, a former farmhand, me- 


chanic and taxi-driver, whose hunches 
on radio proved valuable to a tire 
company, explained to a CBS man 
why radio advertising builds good 
will: how radio entertainers become 
friends, whose advice consumers fol- 
low. This book relates Jake’s opin- 
ions. The book contains nary a 
statistic. Veering still further from 
precedent, it is printed on wrapping 
paper and bound in burlap. 


No. 784. 57 Gravure Newspapers— 
and Why the Gravure Groups. 

Gravure Service Corporation has 
furnished in compact form material 
for a preliminary survey of all gra- 
vure newspapers published in the 
United States. Circulation, line 
rates, and page rates are listed for 
quick analysis by advertisers. 


No. 785. A fact Picture of the Meat 
Packing and Allied Industries. 
The National Provisioner offers a 

breakdown of its circulation in the 
meat packing and allied industries, 
and lists important articles appear- 
ing in The National Provisioner in 
the past year, as examples of edi- 
torial enterprise. 


No. 786. Writing in Lights. 

The broad field of advertising in 
electric lights, from the giant spec- 
tacular to dealer signs, is covered in 
this presentation by Federal Electric 
Company, Inc., and Claude Neon Fed- 
eral Company. Pictures and text tell 
an exciting story of the rise of this 
important industry. 


No. 787. $4,800,000,000. 


Plant owner readers of Rock Prod- 
ucts will be buying machinery and 
supplies in order to be equipped to 
reap benefits from the new federal 
“prosperity fund,” but manufacturers 
of these products must advertise, if 
they expect to get the orders, this 
booklet points out. 


777. The Rich County Food Market. 


Farm families are 20 per cent 
larger than those living in cities or 
small towns and they cannot repair 
to the restaurant for their meals. 
Working from this premise, The 
Farmer’s Wife, St. Paul, has an- 
alyzed the food market on the farm 
in a new booklet, “The Rich County 
Food Market.” Brand preferences 
for many lines are indicated as one 
interesting feature of the survey. 


No. 773. An Inventory of 100 Cigar 

Outlets. 

The Indianapolis Times’ merchan- 
dising department has secured data 
on the position of all cigar brands in 
all price ranges in the Indianapolis 
market. Among pertinent data dis- 
covered are the number of brands in 
each price range, and the number of 
brands stocked by the average store 
in each price range. 


No. 774. Specimens of Printing on 
Kleerfect and Hyfect. 
Kimberly-Clark Corporation 

gathers together examples of print- 

ing on Kleerfect printing paper, to 
show how Kleerfect reproduces four- 
color photography, combination wash 
and line, and other work. Also dis- 
played are specimens of printing on 
Hyfect, all-purpose book paper. 


No. 770. A Campaign Designed to 
Sell. 


Electric range manufacturers, in 
a concentrated sales drive, selected 
the July issue of McCall’s Magazine, 
exclusively, to carry five pages of 
electric range advertising, the larg- 
est amount of advertising on these 
products ever to appear in a single 
issue of any national magazine. This 
folder reproduces the copy, and de- 
scribes the magazine’s helpfulness to 
readers and advertisers. 
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The average net paid circu- 


lation of Advertising Age 


for the six-month period 


ending June 30, 1935, was 


| 10,202 
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TO INVESTIGATE 
ALL CLAIMS OF 
VITAMIN POTENCY 


Food, Drug Administration 
Creates New Divisions 


Washington, D. C., July 25.—The 
Federal Food and Drug Administra- 
tion has launched a new campaign 
designed to safeguard consumers 
against products which make extrav- 
agant claims of vitamin potency and 
against glandular preparations claim- 
ing to have remedial value. 

Two new divisions have been cre- 
ated. W. G. Campbell, chief of the 
Food and Drug Administration, has 
appointed Dr. E. M. Nelson as chief 
of the Vitamin Division, and Dr. 
Erwin E. Nelson as chief of the 
Pharmacological Division. 

The new Vitamin Division will 
check the claims and help establish 
standards for foods and drugs for 
which claims of vitamin potency are 
made. The Food and Drug Admin- 
istration has been doing a certain 
amount of routine work in this field, 
but it has been inadequate, Mr. 
Campbell stated. 

“The vitamin field is one that has 
been widely exploited,” Mr. Camp- 
bell commented. “These mysterious 
substances which give certain es- 
sential properties to foods have had 
an undoubted popular appeal. 

“Manufacturers and advertisers 
have not been slow to capitalize on 
this and the market has been flooded 
with many products of doubtful 
value, in addition to many of un- 
questioned importance from a nutri- 
tive standpoint.” 

The Pharmacological Division, in 
addition to more comprehensive test- 


| ing of certain medicinal products, 


will engage in several relatively new 
fields of work—the testing and 
standardization of glandular prepa- 
rations put on the market in recent 
years, investigations of the effect of 
poisons and impurities present in 
foods, and testing of the effects of 
new synthetic chemicals used in 
foods and medicines. 


Much Work to Be Done 


“There are a number of official 


drugs for which only biological 
assay methods are described,” Mr. 


Campbell stated. “These are highly 
specialized methods and in the en- 
forcement of the Food and Drugs 
Act it is our obligation to sample in- 
terstate shipments of these products 
from all manufacturers doing busi- 
ness within the jurisdiction of the 
law.” 

Identification procedure is to be 
developed. “There are now found 
on the market, for example,” Mr. 
Campbell continued, “a large num- 
ber of glandular preparations pur- 
porting to have some remedial value. 
Some of these are no doubt useful 
and valuable additions to the drug 
field. Methods of identifying and 
determining the strength and purity 
of these preparations have, however, 
lagged far behind our needs. In or- 
der to give proper protection to the 
ailing public who use these prepa- 
rations adequate standards must be 
worked out.” 

It was also pointed out that “in 
the development of chemistry in the 
food and drug manufacturing indus- 
tries, numerous proposals for the 
employment of new synthetic prod- 
ucts have been made. Many of these 
are undoubtedly safe for human con- 
sumption and some may actually be 
decidedly advantageous in foods and 
drugs. The potentiality for harm of 
some of them is, however, entirely 
unknown.” 


Plan Housewares Show 

The First International House- 
wares Show will be held Jan 6-18 at 
the Merchandise Mart, Chicago. 


it ARCHITECTURE 


ODUCES DEFINITE, 
ANGIQLE LEADS FoR 


Getting Personal 


That prince of good fellows, A. J. Powers, of Powers Reproduction 
Corporation, has invited all paid-up members of the Association of Ad- 
vertising Men, New York, and their feminine interests, to come hun- 
gry and thirsty to his plant on Aug. 8. He will provide the beefsteaks 
and beer... . 


The correspondent who covers the boardwalk at Atlantic City for 
this paper reports that Bill O’Donnell, BBDO space buyer and John 
Duffy, of the Duffy Photographic Service, have been lolling on the 
beach for several days. . . . Alice Cody, Ben Duffy’s secretary, has left 
the Traymore to resume her duties in Manhattan... 


Walter Crocco, of the New York office of Kelly-Smith Company, 
is at Atlantic City with his family, resting up from a fishing trip off 
the coast of Virginia before returning to the office. . . 


Another interesting family group enjoying the sea breezes at this 
resort is composed of Richard M. H. Wharton, general manager of the 
Harrisburg News and Patriot, Mrs. Wharton, their daughter and her 
two children. . 


Many friends in advertising, who had heard that Bacardi prep- 
arations are retailing for 20 cents in Havana, bade a wistful auf 
wiedersehn this week to Walter Neff, WOR sales manager, and Mrs. 
Neff, who left on a West Indian cruise to be gone until Aug. 5... 


Heedless of W. S. Gilbert’s urgent instruction to “Stick close to 
your desks and never go to sea, and you all may be rulers of the 
Queen’s Navee,” Ben Lawrence, general manager of the Indianapolis 
Star, is also cruising the Caribbean. . . 


Among the prominent summer visitors whom New York newspaper 
circles took delight in entertaining recently were Norm Black, pub- 
lisher of the Fargo Forum, and A. C. Deuel, b.m. of the Niagara Falls 
Gazette. .. 


Edward J. Noble, president of Life Savers, Inc., has skipped away 
for the dog days to the Thousand Islands. There he will dwell in the 
marble halls of the $5,000,000 mansion acquired some years ago from 
the estate of George C. Boldt, owner of the old Waldorf-Astoria. . . 

Gordon C. Young, Life Savers’ a. m., is also vacationing, having de- 
parted for Maine, where he will annoy the fish... 


All hands at Hommann, Tarcher & Sheldon are impatiently await- 
ing a postcard from George H. Sheldon, v.p., who decided to spend 
his vacation trying to lose his hook and slice on British golf courses. 
He’ll render a complete report on his return in mid-August. . . 


Joe Swan, of the Getchell agency, sailed on the 20th for Europe 
with an automobile in his satchel. He will do the Isles and Continent 
by motor, and has promised his friends an accurate report on Mus- 
solini-land and Hitler-land. . . 


That 40-fathom sailor, Hendry Bard, of Today, is weighing various 
sailing events with thought as to what he might do with his 42 footer. 
The vessel of which Hendry was first officer placed second in last 
year’s Block Island race, a mere 325 miles as the old crow flies and 
somewhat farther by sailboat... 


Mr. and Mrs. Barron Collier sailed on the Majestic for Europe last 
week. The rumor that Mr. Collier’s sudden departure was occasioned 
by the report of a new traction company operating between Omsk and 
Minsk has been set down as a base canard by his New York office. . . 

Skipper A. W. Hobler, of Benton & Bowles, is looking for a name 


for his new 90-foot yacht. Super-Suds has been suggested by sev- 
eral... 


Sherry King, one-time advertising manager of Sears, Roebuck & 
Co., at Des Moines, Ia., has completed “Between Murders,” a thrill 
yarn to be published by D. Appleton-Century Company. . . Those who 
listened in on the recent broadcast of Aida from the Lewisohn 
Stadium, New York, heard a fine analysis of the opera, with its 
themes played on the piano, all by Ira Hirschmann, vice-president of 
Saks-Fifth Avenue. Ira gave a one-man music course to the unini- 
tiated, and made it understandable. 


Ira Hirschmann, v. p. of Saks, Fifth Avenue, New York, has gone 
off to Europe, causing keen disappointment to the many who have 
listened to his fine explanations of operas accompanied by his own 
piano renditions at the open air concerts in town... . 


While Louis S. Berlin, a. m. of The Sentinel, Chicago, is jaunting 
around London, Paris and Berlin on a combination business and pleas- 
ure trip, he hopes to adopt a young German refugee as a companion 
for six-year old Suzanne Berlin. . . 

The Sargent F. Colliers are now three, a daughter having joined 
the family circle July 21. Just a few weeks ago Sarge became adver 
tising manager of Little, Brown & Co., Boston publishers. .. . 

W. George L. Hughes, of the San Francisco staff of Blanchard- 
Nichols, has been selling Weils Drorbaugh’s publication, “Se You’re Go- 
ing to Be Married.” Hughes apparently has put his whole heart into 
his work, for in September he i: going to be married to Louise A. 
Kesson... 

Lloyd Maxwell, v. p. of Roche, Williams & Cunnyngham, and long- 
time prominent Elk, has been elected chairman of the board of grand 
trustees of the B. P. O. E. He has previously been vice-chairman of 
the board, grand treasurer, and has filled many other high offices. . . 

Charles W. Brooke, chairman of the board of Brooke, Smith & 
French, recently returned to the office from St. Paul, where, for the 
first time, he saw his grandson, Charles W. III, aged four, and his 
granddaughter, five months old. Now that he has seen these two 
twigs of the family tree, he is convinced that they are the smartest 
children the world has ever known... . 

E. W. Preston’s yacht, Spindle, led the Q class home in the feature 
race of the recent series under the burgees of the Eastern and Corinth- 
ian Yacht Clubs off Marblehead. He even got a story on it in the papers 
he publishes, the Boston Herald-Traveler. ... 

Russell E. Oakes, director of copy for Klau-Van Pietersom-Dunlap 
Associates, Milwaukee, told the Columbus, Wis., Rotary Club all about 
his trick inventions for benefiting humanity in a speech Wesdnesday . . 

Jack Williams, who contacts Chris Craft for Brooke, Smith & 
French, Detroit, has acquired a 30-foot cabin cruiser (guess what make) 
and the title of “Skipper.” He makes the ports of Detroit and Algonac 
almost daily. . . 

Earl T. Pritchard, art director in the Milwaukee office of Neisser- 
Meyerhoff, is tripping around the West coast with his late June bride. 

Frank Birch, Klau-Van Pietersom-Dunlap exec. v. p., was in Vera 
Cruz last week attending the annual conclave of Lions International, 
of which he is third vice-pres. . . 

The reason Norman D. Vaughan’s chest has been sticking out 
lately is that he has a new son, Gerald Gould, named after the geologist 
on the first Byrd expedition, where Norm had charge of the dogs. When 
not in the Antarctic, Norm is an a.e. in Ayer’s Boston office. . . 


other executives, 
nounced by Walter P. Chrysler, chair- 
man of the board. 


and treasurer, 
chairman of the finance committee. 


Keller Made 


New President 
Of Chrysler 


Detroit, Mich., July 25.—The for- 
mal advancement of K. T. Keller to 
the presidency of the Chrysler Cor- 
poration, and the promotion of three 
have been =  an- 


B. E, Hutchinson, vice-president 


has been appointed 


Fred M. Zeder, vice-president in 
charge of engineering, has been made 
vice-chairman of the board. H. A. 
Davies, assistant treasurer, has been 
made treasurer. The promotions 
were recommended by Mr. Chrysler 
and approved by the board of direc- 
tors. 

Mr. Keller has been acting as pres- 
ident of the corporation. After a 
long career with other automobile 
concerns, Mr. Keller joined Chrysler 
Corporation in 1926, taking part in 
the task of combining the Dodge 
Brothers Corporation plant with 
those of Chrysler. He became presi- 
dent of the Dodge division in 1929, 
as well as vice-president in charge 
of manufacturing of Chrysler Cor- 
poration. 


Open New Agency 


Thomas J. Labrum, former news- 


paperman and agent for the Erlanger 
theatrical interests, and J. H. Crow- 
ley, 
station WIP, have established an ad- 
vertising agency 
Trust Bldg., Philadelphia. 


former program manager for 


in the Franklin 


101 Appoints 
The Gardiner Mfg. Company, Buf- 


falo, maker of 101 washing solution, 
has appointed Warman & Hall, Inc., 
of that city, as its advertising and 
merchandising counsel. 


A PROSPEROUS BUSI- 
NESS ATTRACTS 


@ Due to the present activity and the bright 
future outlook for the automatic heat and 
air conditioning industry aggressive mer- 
chants in other lines are constantly taking 
on the sale of this equipment. These men 
are brought technical and merchandisin 
information and news to the industry eac 
month by AUTOMATIC HEAT and AIR CON- 
DITIONING. Through this publication alone 
can you get your sales story before the 
entire group. “ A presentation, ‘‘The Auto- 
matic Heat and Air Conditioning Market,’’ 
has recently been completed. It gives data 
on the present and future market and meth- 
ods of selling this market. Write for your 
copy today—no obligation. 


Automatic Heat 


Air Conditioning 
1900 PRAIRIE AVE. CHICAGO 
EI eS RRA, 


® 830 South Wells Street, 


y e 


IT’S THE POOL YOU FISH 
not the Bait You Use... 


To get big ones go where they are. 
The finest bait catches nothing in a 
“fished out” stream. 


Three times a day and 365 days a 
year, baked goods are necessary to 
complete every meal. Go after busi- 
ness in this large and stable industry. 


Census figures show that 9,118 bakers 


do 92.6% of the baking. See what 
that means in a billion dollar in- 
dustry! 


Readers of BAKERS’ HELPER, taking 
it on merit alone and not thru pre- 
miums or special offers, are the key 
men, controlling real buying power. 
Thru BAKERS’ HELPER you reach 
these men effectively. 


Write for “Baking Industry Facts and 
Figures.” 


BAKERSHELPER 


"] MAGAZINE / BAKERY PRACTICE #7 MANAGEMENT 


HELPING BAKERS SINCE 1887 


Chicago, Ill. 


m 


ix ae = i —— 7 eee ——— ; 
AeA 6 pS - x ————<—<———— 
See oe a | ee 
ee | ee ee 
eae re hele 
"ey Loge ae 
Dthce ie 
NG te ee Lt 
ae ager 
fo pee 
Sas ee 
ee ey, 
pee ig C3) 
ace | 
hresntte 7a 
Rand abe Sa 
Cc eaha eae i 
tg : | 
ont leone 
oe ae mee 
ie ete 
a Oe Re | } 
nee Hoy gay, | 
Jee aa ee 
. v3 eS Mi 
aed) Nie | 
fy Sans ary 
i: 
ote | 
4 —————— a 
a 
‘ ee 
oe peat ee 
at eee 
Abney as 
snco0ng ee 
ae ee mere : cae a 
a Sid 
a oe 
ries? Se aanmeamiiiae, 
ae peak: 
- ee 
hai | 
pT hl ets = 
Te eae ne 3 
ies Oe * 
SRE teas’: — —__——— 
iniiee aie Sa Fk 2 LEAT” BRR OOO — 
: ae ei ces BY, vith “ee Oe 2 “Rept, ely cst es °4 i | sa *e _ J tog = = aa 
sia a aE oe RES Sete at EN ee eae . — f Ly eal 
fe (te aes BES Fe Bee Ska ae OO . > ra 3 . - > z . og : q 
Pian ial Soa MED aire ae oo ae ‘ y 2 Sa _ Sy ul ae 
c - re! ee > ES. a Fee : ee 4 J ot ‘ i E 
: es : F ip ~ orden aes, Er -o-3 " Boe, | tal op Sa ae Ot + — 
ay oie “pas TE fag i meh “ >> io: AY doer | Py’ PRO RINGS * | CZ d yioning= 
e ages i : Bini, ~ (Re r A SS sty SFE a eo ek os Pac |. ba es} in pale / ir one gga ; rag 
Soh ee Sg SR Ras as Chee — é Meee eas ss titra 
A a ae el ere Soar a otar Oe ane $:'g' 00 SF Fray 5 othe tee ° ee y So See tes Y 
east fea 5a oe "Soy 2 in 2 Po - a 7 , we J : 
E se dies “al Be. Ere peg re ere eee ee ee Fy % 4 Ye. . 
; eetty hs hen Sct peat we pace wae ratapeeet se 2 MS { DID You id Kl he 
- Eye Gat a a SW Pht SS Say stop aeaees D7 CS ane \ % am: one rs 
Ta as Be SES ee FRR iu tee eo _ 
at eed ee RINE en: Beant >. Fi ay: ose $2 te me B) re 
ee ei S ee | ene _—- 
‘ Ri sices . SS See aes |e tee | 
ae Teas Ra ow oY 2 ~ ts Witar 3% < “™ ' is 1 
es Curses ie RE Saas patie Sar . /| 
cers : Tait * 8, APRS Seek: eae | are) Say 
oe BS eo: PE FR Se 6 Sees | See ah 
BP 2 ae, 2) CS aaemne | eid oY i G tes Se . 
err Ri See RY . RE | ae —h. 
5 ne Sine ansie iy Set aa | bee ane . THE MANUFACTURER — 
Rennie “23 RT Sa ——— — eet FO A s 
ne DG.) 2. «oan prea LEADS THAT LESSEN 
a ee Cie res f a tt — 
Re rOe re ates (S.Ct: eh Sau tet ek xt ee .* ~ ‘ Ped! . THE " . 
ue : oes : Fae tn ee 3% oF oe — 
: eR DSS \ Se eS oe a) ia Pea ¢ CANVASSING OF 
ae oo ee Gwe | * 
Ea oe nse Sees | OSS pe on. Tne ™H 
a i ciale.!, he SHEEN A hes eee eee ae og E SALES FoRcE 
(ihe lactic: SPS EOE os aS ei mee 4 — 2 
cat. ane a, ey Aye Peewee > = . 
| bows oateel AGE Bare ec re. ae Yf ‘ 
: NDS 1s a ge ET ff [ { 
ees ed Src” eee = 
Sraiste? aaa Fie: wre Gio ey i ) ah - — 
ss ASE Earweh Str >> reese 8 i — : . S SF a 
Si ges asm A Fae Seng * LT: Sy re mf : .° —_— , 
Bee Fits anes Rag > ee Se ae er i ° 
ieee eee gia 2 coe aes ba A Beers ec. : sat ia ain So” oo ‘ 
se erate ey eters the At .<,Sex fz “Gh CH a en S.*-° ag & Ps 
Sp Sone hr thee eek BS BNSSS 2 Se a On (en ©%% 652 2 ee ; 
Ae A Ce en Pe Be eT ee Ey eo Sek 4 ae é 
pean sett te aes feet: oa) Ce: LN AY QI ; 
Sed eae aes ty Rt me} on. *, > 4 ° . . i - a 
Soh? eres Ga AEE ee Ke fi} eg < 2) cond D> ae ge. 
Snipe ae Erie ae ee Co eS Ss ») CERES Uf occ 
BUN i wit cating to Pe “sh. 2 TCL Mer ade oS ror eS a ee Ree) Sy OA 3 TE lige lae ThE Behe : =—_ = = —— 
ee a a 2 a \ feet Pees: 
Paar far east aby StS eae es RE SI 2 Ds ES EN Oe bS Saree : om od } 
Ses aig ioe mec ote A ee Eee pe t=? ee Pa te Aer Bead Oi) Bn 7S eee ere - 
ae ae ok Ria +, ae 4k Comey oad : ee a Soe Sa? Dee ee ° : mi Wes AES 5 Ce e | 
lg at ae een) Must ey Y eee Ee 6 eee hm OSS a Be BA GR) Be ay oe Fb ee 
ee lpr ateny ee BET Ba A RRR As oe + eR aes Soop Be zane 
iN ep Relat ph or eR SED (bask STE tre eee ark. nrnaooe oneness arene ee Pn oe, fa beccrac taee & nl. anines Lam 
pence SRE Soa oar en ee, CO, SEE Bites Fat saree) 4 eo ee 
oes Pair bree Pee eae BR 5 tir ore eee te ERD Coc S Srp ees 10 oN poesia 
a Sor SRR a EE ea ae les \* a oe aes bees, aS m4 5 3 > Rie EAN Be 
Pa OR Sy Pee J: GSR MES ORIG Bits Ss Se ce ere eee 
LIPCSEaA onde es oP OE ae ee Rent ye BERG gt cc ee ee 
Ais Sa Sas OS beet Sie Ces ai Se ee be Ca A tae? Pees 
pei Lee bn OES fe St et ie ee ee oh Ce ~ EM es a” ag P- 
aS AEE Sig 4504 ne 2 £+ LE Sy RE ph a Tees vA by PZ. IS 8 ae a 7 
“aot tee ee: TEMG iS SE NAL De 9) Sa 
Mogg sft 2 Peete Se ¥ TG OS Aaa Ore aia ee oe ta eed “5 e in SEAS 
mes Pitas I ae pe SE Tees SO ree Cree A og ie ope. 
eyes et foe ES Brae eee oe pease '® ae \ 
Moir Swany rack No tk ere ee eat pee a eo Bee PES a ee 
Py Mie Gale aete eee Bas PF me ee Sd OS oe hee Bou 
Hage SORT Fee ge ee geen Sta at F $e aE. & \s bated OB ak - ¢ 4G CA) 
SS £6 geen: pack tg pets é oP ees Meds. cs. Soe foo 8 og Me ~ ao ‘ >. eee 3 
NE ES! Se eee oh $y bes ooh) ea aire 
EY aay ORE SES TT a ee p keg PN | 
pie PON EE 2 Re {ONES Be 
:S a pS 2 : He ew ts SS) ee ao a 
a et ee se a f. ae. Cer vc) 4) 75 Ae. 2 2 y 
Pea Wake ASS eae = €. +) oy 1... {ie Sige Brey: igi ~ 
** Ga Ps Ss aX 128, eee - Tae . = Seti rig ik 
OV Mf oS eS ee oo A 4 Be “4 pe ee ac. 
ah, it se RS ie Soar SREY PS: 
ae Ak bcek- sit Fe Pe Xe a a eS TS dime LE ss lee Nee FT 
PASE fo =? heal ce oe e-em dd Ross - er) 
ELE A 8 SN } an (CA ee nd toe 
Nees loa foe. 2 ak ir | an Pee | SI 8 pe EHS) 
t~. % Ca? a SS BR ae ey Flee | yet Bers ee Aa te Verh eee, » > 
Beat bai rat * Che oe | era (EER Ot) ee ie ‘\ a tate iG 
eee ry ree eee S a ec, Hees ay | ty RES So 20 tes 0 Bs - > ) 
IRLERA | es, ERTS E Td ft NO RE Ce Cee SRR Ine rede A ? 
fn pM Bees ame EES colo te abe re LS Ser fz ) 
EAE Ns SO de oh ME Po ALL pg le 
Set MS Ss Sem, th ig hs iE we parce} eee O59 ee PX sare Sopot yh re cs o> Pres: $3 
Serena tery Pon ro Sey © Be eS be Ok ee ee A > eS en ae 
Pei ES = a See aye 3 Oe oat kl Coe Fae ERE Tomes LHe ot 
oe Ae hy pag cher eas er RSF Ree re BS SSO See coe x ia eee erro 
we bn ee ape Be yg Ose | Riek Ser RP SS Sees ork re ee 
Pr wetrey | aa eget soos + = pS Fe MAL See Pt eS 4 
a ete "eng = Pett Pm Sey oes bee es, So Spade? ta eas Ky he th of": , 
P is ear te oy es | SRS be ae ieas ae FER ar its } 
By wt. MOE eer Si =| pe oe fa8 Ps Taree Cee le, in oe ee At 
eee aS bret Se ae ar Sy ie 4 Fae = IG tg te 4% See poe =| eC be : 
Sth a4 See tS. > ker oar Bas se - 4 —_ tn a ' 
eR NE ae oe TERRA: HE SS ad | reac re = re 
ee Ree Anema CoRR 0 ERIS Oe enn aR 
cae, ee er Ait > . > SUM aR TSO aes Ik hen aes Ore ad ie Se 
“PG A : > ae ON ROBES Cd en eer 0 Sa ; diy 
é at ae pte ike ? a. SM. ine ees t | ‘ » nee ’ “ 
F Mie a Ae ee ee Reis ies. ts tS eee ates bee. - aA, 
Sal arias pe ea 
fh ete fa pale: : 
sate Tiss Cy ea, ha a a hg me iN aye tn Mc oe Paee ees ik patie tet f Saaibie he Je.8 ee 5 ‘ em er ee A oe se ermien. = ee = ca . i eae igen ae 
ce ae are ep a rae aa he he lec «te. Oh a eet OR nk SMAI A Uae ht wala baer aoa eal A aie is le ta Naat) A ae Gem ge a y Es inn mene a eT ey SR en ce pte ee Pa eee AT rene mn ea ee on ae th airy eye UE oe. a Oster Tal. ae Rete 
bo) ena Teer hes in, Corie erway ret ei TE be Gi ava ks CUP a aster Wr eked Sr es LS a ne eee A oan Me ge te a le ae aa Maa Gamer ac SM Sn 1 diane eae ee oo SRS | ieee ies SORE eri OR wy ts Mae Gan 


meee 


July 29, 1935 


ADVERTISING AGE 


21 


Forms New Firm to Make 
Electrolytic Etcher 


Lou E. Holland, head of the Hol- 
land Engraving Company, Kansas 
City, Mo., and former president of 
the Associated Advertising Clubs of 
the World, has organized the Hol- 
land Corporation to manufacture and 
distribute an _ electrolytic etching 
machine. Primarily designed for fine 
photo-engraving, the machine may 
also be used in newspaper work. The 
machine produces a halftone or line 
drawing on a copper, brass, or steel 
plate, electricity instead of acid doing 
the work. 

The machines are now being made 
in Kansas City for photo-engraving 
firms in other cities. Officers of the 
new firm are: Mr. Holland, president; 
Paul Henderson, vice-president; Wil- 
liam Holland, secretary; and Garrett 
Holland, as the fourth member of the 
board. 


iF YOU WANT |= 
Good prowstarst— 
QUICK-CALL 

RAPID/ 


RAPID 


COPY SERVICE CO. 


BRANCHES-— One 
near you to serve you 


NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 


CHICAGO 


110 So. Dearborn St. 
228 N. La Salle St. 
360 No. Michigan Avenue 


STAte 5977 


W. H. Peterken 
General Manager 


Convenient to ali advertising cen- 
ters. Within 1 block to Radio 
City, Roxy, Capital, and many 
other theatres. 1,000 cheerful 
rooms, each with bath, radio, serv- 
idor and iced water. Daily rates 
from $2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street 
NEW YORK 


When making reservations, mention 
ADVERTISING AGE 


SENATE SHEARS 
AAA POWER IN 
PASSING BILL 


(Continued from Page 1, Col. 2) 
Secretary finds that failure to sign is 
harmful to AAA policy and the order 
is favored by two-thirds, by number 
of volume, of those producing the 
commodity for market. 

Specific processing tax rates on 
wheat, cotton, field corn, hogs, 
peanuts, tobacco, paper, jute, sugar 
cane and sugar beets in effect when 
the bill becomes law are enacted to 
be effective until Dec. 31, 1937. The 
tax may be reduced if the average 
farm price of a product for one year 
is between 90 and 120 per cent of 
the “fair exchange value.” If the 
farm price is more than 120 per cent, 
the tax must be reduced. 


Extend Existing Laws 


The House included a provision to 
allow the President to limit agricul- 
tural imports and fix compensatory 
taxes. The Senate struck out the tax 
plan and limited the President’s 
power to restricting imports to not 
less than 50 per cent of the previous 
average annual quantity. 

The Senate struck out the export 
bounty plan which would permit 30 
per cent of customs duties to be used 
to encourage exports by benefit pay- 
ments. 

Senate amendments would extend 
the Bankhead cotton control act 
through 1937-38 and fix 10,500,000 
bales as the national allotment for 
1935-36; extend the Kerr-Smith to- 
bacco act to April 30, 1939; and 
enact the Warren potato bill, limiting 
production by taxing quantities in 
excess of the allotted amount. 


Perfect Circle Reduces 
Prices, Offers Sales Kit 


The Perfect Circle Company, Hag- 
erstown, Ind., has reduced prices on 
its products, effective Aug. 1. Per- 
fect Circle “85” oil rings, formerly 
87 cents each, including federal ex- 
cise tax, will be 60 cents each. Type 
“70” compression rings have been 
reduced from 46 cents each to 35 
cents. The “70-85” piston ring sets 
and Motor Renewal Kits have also 
been reduced in price. 

The company has also offered a 
new merchandising plan to the re- 
pair trade, a new sales kit consist- 
ing of a Lufkin Telescopic Cylinder 
gauge, a display piston, and a recom- 
mendation chart, to aid the repair- 
man in selling more piston ring and 
expander jobs. The new Perfect 
Circle sales kit is offered at $2.25, 
plus purchase of certain Perfect 
Circle products. 


Coast Chapter of 4 A’s 
Elects Board of Governors 


The newly organized Southern 
California chapter of the American 
Association of Advertising Agencies 
has elected Don Francisco, vice- 
president and Pacific Coast manager 
of Lord & Thomas, and Dan B. Miner, 
president of the Dan B. Miner Com- 
pany, chairman and vice-chairman re. 
spectively of the board of governors. 

Others elected to the board of gov- 
ernors were: Dana Jones, Dana 
Jones Company; August Bruhn, Mc- 
Cann-Erickson, Ine.; and Dave Bots- 
ford, Botsford-Constantine-Gardner. 
More than 50 advertising men at- 
tended the Los Angeles meeting. 
Fred Gamble, of New York, execu- 
tive secretary of the Four A’s, ad- 
dressed the group on the recent Four 
A’s convention at White Sulphur 
Springs, W. Va. 


W. J. Lambert Dies 


Wilton J. Lambert, general coun- 
sel for American Newspapers, Inc., 
which publishes the Washington 
Herald and the Washington Times, 
and former president of the Wash- 
ington Times Company, died July 23 
at his home in Washington. 


Jamieson to Nelson 


Willard Jamieson, who has just 
completed four years as chief Euro- 
pean art director for Erwin, Wasey 
& Co., has joined the staff of the Nel- 
son Studios in Los Angeles. He will 


specialize in layouts. 


New Grinder 
To Supplant 
Garbage Pail 


Cleveland, O., July 25.—The old- 
fashioned garbage pail appears to 
be the latest victim of the onward 
march of invention, with the an- 
nouncement of a new device for 
grinding waste foods which will vir- 
tually eliminate the odorous con- 
tainer. 

The specialty appliance depart- 
ment of General Electric Company 
will market the device, which is 
powered with a one-quarter horse- 
power electric motor, and which 
may be attached beneath a sink, so 
that ground foods can be flushed 
down the sewer. 

Advertising of the latest addition 
to the all-electric kitchen will be 
launched in the near future. It is 
expected to stress the fact that the 
waste-eliminator will run on half the 
electricity required for an electric 
clock. 

The grinder has been tested in 
homes of sanitary engineers in many 
cities. It will be made at the G-E 
plant in Fort Wayne, Ind., and will 
be merchandised through a new 
division of the specialty appliance 
department. M. T. Bard, formerly 
with the department’s commercial 
division, has been named manager 
of the new division. 


Form Harshe Firm 


William R. Harshe and Irwin M. 
Nathanson, formerly partners in 
Dale & Co., have moved their staff 
and offices to the Civic Opera Bldg., 
20 N. Wacker Drive, Chicago, and 
will be associated under the name 
William R. Harshe, publicity and 
public relations. 


Name Rossi & Hirshon 


Rossi & Hirshon, New Bedford, 
Mass., has been appointed to handle 
advertising for Viking Hotel, New- 
port, R. I., and for the New Bedford- 
Martha’s Vineyard-Nantucket Steam- 
boat Line. The Viking is using news- 
papers and direct mail, and the 
steamboat line is using newspapers. 


Pearre to Swan 


Wm. P. Pearre, formerly of Art 
Associates, has joined the sales staff 
of The Swan Studios, Chicago. Her- 
bert Dudek, layout lettering artist, 
has joined the art staff of The Swan 
Studios. 


All Hills to Hoyt 


Charles W. Hoyt Company, Inc., 
New York, has been placed in charge 
of advertising of Dromedary Dates, 
Dixie Mix and the entire Hills Broth- 
ers Company line of food products. 
The agency was appointed advertis- 
ing agent for Dromedary Gingerbread 
Mix last September. 


Coming 
Conventions 


Aug. 5-8. International Associa- 
tion of Display Men in St. Louis. 

Sept. 9-11. Financial Advertisers 
Association at Atlantic City. 

Sept. 10-11. National Publishers 
Association, Buckwood Inn, Shawnee- 
on-Delaware, Pa. 

Sept. 16-18. Insurance Advertising 
Conference at Westchester Country 
Club, Rye, N. Y. 

Sept. 18-20. National Industrial 
Advertisers Association at William 
Penn Hotel, Pittsburgh. 

Sept. 23-27. Advertising Specialty 
National Association and affiliated or- 
ganizations in Chicago. 

Sept. 30-Oct. 2. Life Advertisers 
Association at New Ocean House, 
Swampscott, Mass. 

Oct. 13-15. Mail Advertising Serv- 
ice Association at Baltimore Hotel, 
Kansas City. 

Oct. 16-18. Direct Mail Advertis- 
ing Association in Kansas City. 

Oct. 13-18. Audit Bureau of Cir- 
culations and other organizations at 
the Hotel Stevens, Chicago. 


AMATEUR RADIO 
SHOWS BUILDING 
HUGE AUDIENCES 


(Continued from Page 1, Col. 3) 


fairs may be had by the fact that 
Major Bowes’ Amateur Hour for 
Chase & Sanborn’s dated coffee not 
only topped the current report of a 
leading rating agency but was the 
only show to increase its rating on 
this summer report. This fact and 
other evidence as to the popularity 
of similar programs is influencing 
the thinking of advertisers with re- 
spect to fall plans. 

Major Bowes’ show is the second 
oldest current offering of this kind 
on the air, starting on March 24 and 
filling the hour between 8 and 9 Sun- 
day evening on the NBC red. The 
sponsor’s contract specified 26 weeks 
with option, and the momentum now 
is such that no termination is con- 
templated. 


Health Products a Starter 


The first of the current network 
amateur shows took the air Dec. 30 
over the WABC-Columbia network 
under the sponsorship of Health 
Products Corporation, Newark, N. J., 
the product being Feen-A-Mint. Ray 
Perkins was retained as master of 
ceremonies, while Arnold Johnson 
has wielded the baton over the in- 
strumental yeomen. 

The first broadcast, more or less 
typical of those to follow, presented 
as amateurs a mixed quartet from 
Brooklyn, a train-whistle imitator, an 
instrumental quartet from Harlem, a 
pharmacist who doubled as a bagpipe 
soloist, a butcher with a voice, a 
feminine visitor in New York with 
a song, a would-be radio announcer, 
a vocalizing switchboard operator 
from Yonkers, and a boy soprano 
who wanted to grow up to be a 
basso. 

While the results from this pro- 
gram have continued to be wholly 
satisfying, agency experts attribute 
the greater popularity of the Major 
Bowes’ program to the fact that the 
Major exhibits more consideration 
for his amateur talent and that the 
public, whose sympathy is usually 
with the underdog, reacts accord- 
ingly. 

Aware of the fact that the Co- 
lumbia ban against laxatives will 
bar the Feen-A-Mint show the first 
of the year, radio circles are inter- 
ested in the fact that the agency, 
Wm. Esty & Co., discontinued voting 
by listeners two weeks ago. This 
move is viewed by some as an indi- 
cation that the presentation will be 
revised so that it can be continued 
as a spot campaign. 


Bristol-Myers Shows 


The second oldest sponsored show 
on the networks is really a program 
change, which occurred Jan. 9 with 
the introduction of amateur talent 
on the half-hour show Sunday even- 
ing for Bristol-Myers’ Sal Hepatica, 
featuring Fred Allen over the NBC 
Red net work. 

This half-hour was merged with 
the succeeding half-hour for the 
same sponsor for Ipana the latter 
part of March under the direction 
of Benton & Bowles, whereupon the 
time allotted to amateurs was in- 
creased to a half-hour. 

The interest in the amateur per- 
formance is held to explain the ex- 
cellent summer showing of this hour, 
despite the absence of Fred Allen, 


who left last month on a vacation 
to last until Oct. 1. 

The interest in amateur talent is 
also depended upon to carry the 
Texaco show through the summer 
months without Ed Wynn, this spon- 
sor’s half-hour on Thursday evening 
over NBC Red, featuring amateur 
singers in the various cities covered 
by Eddie Duchin on his tour. Hanff- 
Metzger, Inc., the agency for this 
show, would not comment this week 
on the effect the summer success 
would have on fall plans. 

The use of one other amateur idea, 
“The Voice of the Air,” broadcast by 
Standard Brands, Inc., over an NBC 
hookup is marking the departure of 
Joe Penner from the Sunday evening 
half-hour belonging to this sponsor. 
Despite the popularity of this pro- 
gram, which involves the interview- 
ing ad lib of persons cornered on 
New York streets, it will be dropped 
Oct. 1, when Ozzie Nelson and his 
orchestra will return with R. L. Rip- 
ley as the feature to replace the 
duck salesman. 


Has New Angle 


The third amateur type program, 
directed by J. Walter Thompson 
Company, “N. T. G. and His Girls,” 
a half-hour show Tuesday night over 
NBC Blue, will be allowed to run its 
course. Judging by first reactions, 
dating from the initial broadcast 
July 9, it is assured a longrun. This 
offering was sold to Bromo Seltzer 
and is the third radio venture made 
by this advertiser within the year. 

This program is of particular in- 
terest in that it demonstrates the 
possibilities of building a specialized 
type of amateur show which does 
not compete directly with estab- 
lished offerings of this kind. It pre- 
sents female entertainers who are 
new to the microphone, chiefly 
chorus girls who have worked over 
a specialty for years, sustained with 
the hope that some day their big 
chance would come. 

Tastyeast’s Opportunity Matinee, 
on Sundays from 12 to 12:30 p. m. 
over NBC Blue, completes the roster 
of network sponsored amateur shows, 
and shares the success of the others. 
Clements Company, Philadelphia, is 
the agency. 


Mobilgas Campaign 
Planned for Michigan 


A newspaper campaign for Mobil- 
gas will be waged in key cities 
throughout Michigan during August. 
The campaign will be amplified by 
dealer helps, boards, and a continua- 
tion of the extensive radio program 
sponsored by White Star-Mobilgas 
since the baseball season opened. 
Copy will urge readers to look for 
the sign of the Flying Red Horse. 

The campaign is in charge of the 
Detroit office of J. Stirling Getchell, 
Inc. The account executive is Ran- 
dolph W. Heizer, recently transferred 
to Detroit from New York. Mr. Heizer 
was copy chief for seven years with 
Hanff-Metzger, Inc., working on the 
Texaco account. He has been cred- 
ited with originating the name, Tex- 
aco Fire Chief. 


Atlantic City Given 
New A. B. C. Rating 


The Audit Bureau of Circulation 
has informed the Atlantic City Press 
and the Atlantic City Evening Union 
that the Atlantic City city zone will 
hereafter be listed in the 100,000 
classification. 

Previously the population of this 
market was listed as 76,013. The 
new figure is 102,024. 


Liggett Expands 
Carr Liggett, Inc., Cleveland, has 
taken larger space for its present of- 
fices in the Leader Bldg. 


KETTERLI 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 
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SPUD LIMERICK 
CONTEST IS ON 


New York, July 25.—The Axton- 
Fisher Tobacco Company, Louisville, 
launched its second contest on Spud 
cigarettes this week, offering 439 cash 
prizes totaling $2,500 and 567 prizes 
of a carton of Spuds, worth $850.50, 
for last lines for a limerick. 

While the contest is announced in 
weeklies having a combined circula- 
tion of 14,000,000, special effort is 
being expended in merchandising the 
contest through dealers. They have 
been supplied with generous quanti- 
ties of reprints of the publication ad- 
vertisement, which carries complete 
information, for distribution to cus- 
tomers. 

Dealers are expected to cooperate 
because of the opportunity to increase 
their Spud sales and because the 
dealers named by the winners of the 
14 largest prizes will also receive 
cash prizes. The dealer named by the 
first prize winner will receive $100. 
The second dealer prize is $20 and 
there are ten others of $10. 

The limerick for which the last 
line is wanted follows: 

“There was an explorer named Hugh 
“Who was booked for a cannibal stew 

“But he just smoked a Spud 

“And the stew was a dud 

“= srt? t 

Principal objectives of the contest 
campaign are to induce non-users to 
give Spuds a trial and to develop 
facts about consumer reaction to the 
product. Each last line submitted 
must be written on the back of a 
Spud wrapper and there is no limit 
on entries, the advertising suggest- 
ing that each smoker send in ten or 
more. 


Second Campaign 


The publication campaign com- 
prises pages in Collier’s, Liberty, Lit- 
erary Digest and Saturday Evening 
Post, and large space in The Ameri- 
can Weekly. 

The sfifst comprehensive national 
campaign on Spuds in 1928 featured 
a letter writing contest designed to 


reveal what users liked most about 
the product. It was advertised in 
Liberty, Life, Literary Digest and 
the New Yorker. 

The tabulation of about 21,000 
answers disclosed that consumers are 
most appreciative of Spud’s coolness, 
and this quality has been emphasized 
in advertising ever since. 


WLAC Opens New Home 


Station WLAC, Nashville, Tenn., 
which has been operating since Jan. 
1 under ownership and management 
of WLAC, Inc., opened its new quar- 
ters at 2421 West End Ave., on Sun- 
day, with special ceremonies. J. Tru- 
man Ward is president, F. C. Sowell 
is vice-president, and William Car- 
penter is general counsel. WLAC, 
Nashville CBS outlet, was formerly 
operated by the Life & Casualty In- 
surance Company. 


Preston to Des Moines 


Walter Preston has been named 
manager of stations KRNT and KSO, 
Des Moines, by Gardner Cowles, Jr., 
president of the Iowa Broadcasting 
Company. Starting with WIBO, Chi- 
cago, in 1925, Mr. Preston later be- 
came manager of that station, and 
in 1929 became an executive of 
WBBM. In 1931 he was made CBS 
western program director. A year 
later he went to New York as sales 
manager of WINS. 


Packard to Present 
Tibbett on Sept. 17 


Packard Motor Company will 
launch a series of programs Sept. 17, 
over a 78-station coast-to-coast hook- 
up of the Columbia Broadcasting Sys- 
tem, featuring Lawrence Tibbett. 

The program will be heard from 
8:30 to 9 p. m. EDST., each Tuesday, 
and will be titled simply, “Packard 
Presents Lawrence Tibbett.” Young 
& Rubicam, Inc., is the agency in 
charge. 


Retailer Wins Name Suit 


A trade-mark suit filed by the Yale 
& Towne Mfg. Company, Stamford, 
Conn., against Yale Rose, a Hartford 
hardware dealer, has been decided in 
the defendant’s favor by the Connec- 
ticut Supreme Court of Errors. The 
kardware manufacturing firm sought 
to enjoin Mr. Rose from the use of 
the name “Yale’s Hardware Store” 
for his retail business. 


READ YOUR OWN 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


No Other Service like it. 
$1 a year—Fifty-two issues! 


Use the coupen! 


year. 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
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Old Gold-Elks 
Contest Proves 
Good Promotion 


New York, July 26.—A _ contest 
which closes Aug. 1 in which the P. 
Lorillard Company cooperated with 
the Benevolent and Protective Order 
of the Elks considerably exceeded ex- 
pectations of the tobacco executives. 

The contest itself is sponsored by 
the B. P. O. E. though it is styled the 
“Old Gold Contest.”” It has been in 
progress a number of months. Copy 
on the event is that of the tobacco 
company. In all Elks club houses, 
posters carry the name of the cigar- 
ette in connection with announce- 
ment of rules and prizes. 

In the Elks Magazine the contest 
advertisement ran separately. It oc- 
cupied a full page in the July issue, 
while a few pages behind it appeared 
the Old Gold full-page advertisement, 
one of the humorous “Old Smoothie” 
series. 

The major prizes, given by the 
Elks, are $500, $250 and $250, total- 
ing $1,000. To each lodge having 
ten or more members entered in the 
contest, there are three additional 
prizes of three cartons of Old Golds. 

Contestants are required to give 
their ideas on the standing of the 
American and National League base- 
ball teams at the conclusions of the 
current season. An official entry 
blank was printed in the contest ad- 
vertisement. To make it easier to 
enter, a suggestion was given on 
how to make the selection, it being 
recommended that Elks refer to the 
1934 results and study sports pages 
of newspapers this year. The pro- 
motion involved no _ organization 
other than the Elks, Lorillard execu- 
tives said. 


New Shoe Drive 
To Feature Film 
And Stage Stars 


St. Louis, Mo., July 25.— Well- 
known stars of stage, radio and 
screen will introduce a new style of 
women’s footwear, Rhythm Step 
shoes, in a national magazine cam- 
paign to be launched this fall by 
Johnson, Stephens & Shinkle Shoe 
Company. 

In designing the Rhythm Step 
style and health shoe the company 
aimed to create a style shoe with ad- 
ditional comfort innovations, rather 
than a health shoe with style fea-- 
tures. 

Among the magazines which will 
be utilized to herald the Rhythm 
Step are Harper’s Bazaar, Ladies’ 
Home Journal, Motion Picture, Pic- 
ture Play, Vogue, and Woman’s 
Home Companion. As the fall season 
approaches, other advertising will be 
scheduled, according to Ruthrauff & 
Ryan, the agency in charge. 

The new shoe has three exclusive 
features which have been given the 
copyrighted trade name of Invisible 
Rhythm Treads. They are identified 
on every sock lining of the shoes by 
the figures 1, 2 and 3, stamped in 
gold circles. The Rhythm Treads 
give the foot extra support in three 
places without heavy leathers and 
bulky construction, it is asserted. 

The company has placed under 
way a campaign to the trade, in 
Boot & Shoe Recorder, Coast Shoe 
Recorder, and in Women’s Wear. In 
the plan of distribution, there will 
be one exclusive dealer in a city. 
The response to the business pub- 
lication advertising has been enthusi- 
astic. More than 200 leading shoe 
merchants placed orders for Rhythm 
Step shoes in four weeks. 


Two Promoted by D’Arcy 


John E. Sullivan and John M. 
Drescher have been elected vice-pres- 
idents of the D’Arcy Advertising 
Company, St. Louis. Mr. Sullivan 
will continue direction of the outdoor 
branch of the agency’s media depart- 
ment, and will attend to servicing 
of accounts. Mr. Drescher has been 
manager of the agency’s market re- 
search division since 1923. 


VERTICAL PANELS 
ARE FEATURED IN 
RICHFIELD DRIVE 


New York, July 25.—Strong, ver- 
tical black panels have been utilized 
in a newspaper advertising cam- 
paign throughout its territory by the 
Richfield Oil Corporation of New 
York, in order to get special atten- 
tion value for the copy. 

Space of two columns by 300 lines 
was utilized. Almost from top to 
bottom of the advertisement, ran 
the two panels. The panel to the 
left read “Richfield,” while the ad- 
joining panel read “Hi-Octane.” In 
this way, powerful name registration 
of the gasoline was secured. 

The company sponsored the cam- 
paign to aid the independent gas 
and oil dealers who comprise a large 
percentage of the Richfield outlets. 
Realizing that the average service 
station sells not only gasoline but 
other products, the series is set up 
so as to promote not only Richfield 
Hi-Octane gasoline, but Richlube 
motor oil, Richlube All-Point lubrica- 
tion, and the general all-around serv- 
ice available at Richfield service 
stations. 

Reader interest above the ordi- 
nary was sought for the advertise- 
ments. News items of educational 
and entertainment value were given 
prominent positions in the copy, ap- 
pearing at the top and bottom of the 
“name” panels. 

Some of the news items are strict- 
ly non-commercial in character, as 
for instance, an item headlined “New 
Movies for Child Safety,” which de- 
scribes a film recently produced by 
the Automobile Club of New York, 
available to members for the pur- 
pose of educating their children in 
proper ways to cross streets. 


Gives Interesting Data 


Other items include information 
about Richfield gasoline and other 
Richfield products. Even in these 
cases, the news item has been writ- 
ten so that the reader learns some 
interesting fact in the development 
of motor oil, aviation, and like sub- 
jects. One item in the series car- 
ried the headline, “Indians sold oil 
for $20 a quart,” and describes uses 
for oil during Revolutionary War 
days. 

Each advertisement allows for in- 
sertion of the local distributor’s 
name and address. Advertising for 
the Richfield Oil Corporation of New 
York is handled by Fletcher & Ellis, 
Inc. 


Horace M. Ford 
Taken by Death 


Horace M. Ford, 72, former pub- 
lishers’ representative, and a founder 
of the Newspaper Representative’ As- 
sociation of Chicago in 1900, died 
Thursday at Traverse City, Mich. 
Funeral services will be held Mon- 
day, July 29, at Glen Ellyn, Ill. 

Mr. Ford was a member of Ford- 
Parsons-Stecher, Inc., Chicago, until 
the firm was dissolved about three 
and one-half years ago, when he re- 
tired. He served as president of the 
Newspaper Representatives Associa- 
tion of Chicago in 1903-04. Mr. Ford 
is survived by his wife and daughter. 


Standard of Indiana 
Is Admitted to A. N. A. 


Standard Oil Company of In- 
diana, Chicago, has been elected to 
membership in the Association of 
National Advertisers, Inc., New York. 

A. N. Steele will represent the 
the company. 


Joins “American Business” 


William T. Kelly, for many years 
director of advertising for the Boyce 
publications, has been appointed 
business manager of American Busi- 
ness combined with System, now pub- 
lished by Dartnell Publications, Inc., 
Chicago. 


Outdoor Firms Merge 
Posner Company, independent out- 
door advertising firm in Pittsburgh, 
and General Outdoor Advertising, 
Inc., of that city, have been merged. 


‘““Food Baskets 
By Wire,’’ Plan 
Of New Service 


Chicago, July 25.—Telefood, Inc., 
a new corporation with headquarters 
in the Wrigley Bldg., Chicago, will 
inaugurate a nation-wide telegraphic 
gift food basket service on or about 
Sept. 1. 

Gift baskets will be delivered in 
distant cities within 24 hours after 
the order is given. The subscribers 
to the new service will be fancy food 
dealers in leading cities in the 
United States and Canada. Decalco- 
manias, which depict a boy in a red 
and blue uniform carrying a gift 
basket, have been dispatched to sub- 
scribers for store identification by 
consumers. 

Directors of the new service are 
J. R. Dougan and A. B. H. Bolle, pub- 
lishers’ representatives. 


Seeks Poster Regulation 


The City Parks Association of 
Philadelphia has started a movement 
to include in the proposed new State 
constitution a provision to limit out- 
door advertising. The proposed 
clause is similar to that introduced 
into the Massachusetts constitution, 
which was upheld by the U. 8S. Su- 
preme Court. The association has 
asked support from all members of 
the Committee on Constitutional Re- 
vision. 


McKenna Appointed 

Peter J. McKenna has been ap 
pointed vice-president in charge of 
sales by the Metropolitan Advertis- 
ing Company, New York. Mr. Mc- 
Kenna was for many years a part- 
ner in McKenna & Muller, general 
agency, New York. 


“Record Herald” Appoints 
The Record Herald, Waynesboro, 
Pa., has appointed DeLisser, Boyd 
& Terhune, Inc., national advertising 
representative effective Aug. 1. 
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DUPLICATING & MAILING SERVICE 


COURT 2624... PITTSBURGH.PA. 


SERVING NATIONAL ADVERTISERS 
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AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd., Chicago 


To sell to hotels, use 


CHerotel Monthly 


Member A.B.C. and A.B. P. 


Published by JOHN WILLY, INC. 
Merchandise Mart, Chicago 


| IN WASHINGTON 


at the famous 


| WILLARD HOTEL 


14th AND PENNSYLVANIAJAVENUB 


| Probably no other place has the attrac- 
tion our greet Capital offers the vaca- 
tionist. Probably no other hotel isso 
glamorously associated with famous 

uests. The Willard is centrally located 
or sight-seeing. 


SUMMER RATES 
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Air-Conditioned Dining Room 
and Coffee Shop Write for folder. 
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UTILITIES BILL 
IS SUBJECT OF 
RENEWED BLAST 


Asseciated Gas Copy Reit- 
erates the Issues 


New York, July 26.—Undeterred by 
the publicity being given the lobby 
investigations at Washington, which 
obviously seeks to lay suspicion upon 
the utilities opposing the Wheeler- 
Rayburn Bill, the Associated Gas & 
Electric System this week ran what 
was probably its most vigorous ad- 
vertisement in the series prepared to 
bring the subject to the attention of 
investors and voters from coast to 
coast. 

The fight thus has become clearly 
marked. The lobby investigations 
have netted columns of publicity on 
testimony concerning allegedly faked 
telegrams of protest and destruction 
of records by communications com- 
panies and also on the pointed ques- 
tion put to utilities on whether or 
not the consumer was not paying for 
the anti-Wheeler-Rayburn bill adver- 
tising. The company determinedly 
continues to buy space to get its 
point of view before the public. 

While at no time in the past has 
the Associated Gas & Electric System 
revealed the extent of its advertising 
campaign to stay the Wheeler-Ray- 
burn death sentence for utility-hold- 
ing companies, it has continued to 
run insertions up to approximately 
1,000 lines when developments at 
Washington inspired them. It now 
appears that this policy will be con- 
tinued. Daniel Starch & Staff are 
handling the copy. 


The object of this week’s advertise- 
ment was to draw attention back to 
the fundamentals of the situation, 
from which the lobby investigations 
have tended to divert the public. It 
also reviewed Associated’s viewpoint 
since it started publishing these ad- 
vertisements in February with the 
result that 16 have already been 
printed, and gave answer to the in- 
vestigators’ implications that Asso- 
ciated employes had taken a hand in 
forwarding spurious telegrams oppos- 


ing the measure to President Roose-| q 


velt and Congressmen. Use of adver- 
tising was defended: 

“The attitude of the Associated 
System on the Wheeler-Rayburn bill 
is and has been well known from the 
outset. It has been stated in adver- 
tisements published throughout the 
nation, in letters to Associated secur- 
ity holders, in published statements 
and reports. 

“The Associated System came out 
into the open to fight this bill. It 
did not become a member of any com- 
mittee. We deemed it preferable to 
defend, over our own name, our 
300,000 security holders from this 
threat to their savings and our 
1,450,000 customers from the politi- 
cal bureaucracy which is grasping for 
control of their service.” 

Devoting several paragraphs to 
specific answers to charges made in 
the lobbying investigations, the copy 
concluded with the statement that the 
“purpose of this advertisement is to 
make our position clear, and to re- 
mind the public that it has been clear 
from the beginning. We urge utility 
investors and customers to make 
their position equally clear to their 
Senators and Representatives. The 
real issue is the Wheeler-Rayburn 
bill.” 


Names Harway, Bain 


Institutional Publications,  Inc., 
Chicago, has appointed Don Harway 
of San Francisco as its Pacific coast 
representative, and Jack Bain of New 
York as the new Eastern manager of 
Hospital Management. 


C. M. & H. to Move 


Collins, Miller & Hutchings, Inc., 
engraver, will move July 29 from 
717 S. Wells St. to 207 N. Michigan 
Ave., where the firm will occupy the 
entire third floor. 


Hotel Ties Up 
With Interest 
In League Race 


Detroit, Mich., July 26.—Hotel 
Book-Cadillac is cashing in on the 
intense Detroit interest in the pen- 
nant dash of the Tigers by distrib- 
uting through downtown office build- 
ings on days of “key” games, a 
combination menu-scorecard-invita- 
tation. 

“Follow the games on our Dia- 
mond-Graph,” invites one side of the 
11x14 card. “Actually experience 
the play-by-play thrills just as they 
occur on the diamond. Our new 
Diamond-Graph is now operating 
daily in the English grill and bar. 
You are invited to be our guests any 
afternoon during the season.” 

On the other side of the card is 
the menu for the day, together with 
the complete line-ups of both teams 
in scorecard order. 

About 6,000 are distributed through 
buildings which permit distribution. 
The card, according to John H. 
Stember, director of sales and adver- 
tising for the Book-Cadillac, who 
conceived the idea, serves a three- 
fold purpose: to create direct sales, 
to popularize the hotel in an insti- 
tutional way, and to re-assert the 
Book’s status as _ Detroit’s hotel 
leader. 


Thomas, Catherwood 
Promoted by WOR 


Eugene S. Thomas has been ap- 
pointed sales promotion manager of 
WOR, Newark, succeeding T. Wylie 
Kinney, now Eastern sales represent- 
ative for the Mutual Broadcasting 
System. Mr. Thomas will continue 
as assistant to Walter Neff, WOR 
sales maanger. Prior to 1934, Mr. 
Thomas was with Thomas R. Shipp 
Company, public relations counsel, 
for seven years. 

Robert E. Catherwood, WOR sales- 
man, has been assigned the Phila- 
delphia and Southern territory, suc- 
ceeding David Chrisman. now East- 
ern sales representative of the Mutual 
system. Mr. Catherwood, once cov- 
ered the same territory as advertis- 
ing representative for Scripps- 
Howard. ’ 


Bury Rutherford 
at Sale, Mass. 


Friends from New York, Akron 
and Boston attended funeral serv- 
ices of W. O. Rutherford at Harmony 
Grove Cemetery, Sale, Mass., Satur- 


ay. 

Mr. Rutherford who had retired as 
president of the Pennsylvania Rub- 
ber Company, had formerly been 
vice-president in charge of sales and 
advertising of the B. F. Goodrich 
Rubber Company, Akron, for 17 years. 
He failed to survive an appendectomy 
a week ago Saturday. 


Macfadden Starts Unit 


on Markets, Research 

Macfadden Publications, Inc., New 
York, has established a division of 
marketing and research for all Mac- 
fadden magazines, O. J. Elder, ad- 
vertising director, announced this 
week. 

The department will be directed by 
Everett R. Smith, for the past year 
and a half with Liberty in charge of 
similar work. His present staff will 
be utilized and additions made as 
the research and advertisers’ service 
work is expanded. 


Hold Shipboard Election 

F. Grover Britt, of the Clinton In- 
dependent, was elected president of 
the North Carolina Press Association, 
during the association’s 63rd annual 
convention, which took the form of 
a cruise from Norfolk, Va., to Boston 
and return. Others elected were: L. 
G. Gifford, Hickory Daily Record, 
vice-president; Beatrice Cobb, Mor- 
ganton News-Herald, secretary-treas- 
urer; and B. Arp Lowrance, Meck- 
lenburg Times, historian. 


Bissell Joins Blackman 

John Bennett Bissell, formerly 
president of Bissell & Land, Pitts- 
burgh, and more recently with Paris 
& Peart, New York, has joined Black- 
man Advertising, Inc., New York. 


To Hold Stag Outing 


The Greater Buffalo Advertising 
Club will hold its annual “Ed Meyer 
Day” stag outing on July 30 at Grand 


Island. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


WANTED TO BUY 


little as $1.50 a hundred copies; addi- 
tional hundreds 20c. Anything we 
can photograph, we can Photo-Offset. 
Samples. Laurel Process, 480 Canal 
Street, New York, Walker 5-0528. 


POSITIONS WANTED 


ing leads awaiting salesman’s call. 
Excellent opportunity awaits some in- 
dividual or company who will accept 
this franchise. Address “WHO’S 
WHO IN RADIO,” Radio City, N. Y. 
City. 


Young, experienced 
salesman wants to represent live 
trade paper in Chicago area. Full 
or part time. Agency contacts. 
References. Box 614, ADVERTISING 
AGE, Chicago. 


advertising 


WANTED: Representative trade 
publications. Established properties 
in basic or important industries pre- 
ferred. We are interested in buying 
for cash such properties already es- 
tablished in their fields and handi- 
capped because of lack of capital or 
other reasons. Write Box 201, Ap 
VERTISING AGE, New York City. 


SERVICES 


Include prosperous Honolulu in 
your car card campaign. 1,200,000 
persons reached monthly for only $35. 
Write direct to HONOLULU RAPID 
TRANSIT CO., Honolulu, T. H.. 


PHOTO-OFFSET 


SAVE TYPESETTING AND EN- 
GRAVING costs by Photo-Offset. most 
economical printing process. We re- 
produce direct from your copy for as 


Position with advertising agency 
by experienced copy writer and sec- 
retary. Opportunity more important 
than salary. Box 615, ADVERTISING 
AGE, Chicago. 


HELP WANTED 


WANTED: Young man, unmarried, 
desirous of learning selling end of 
the advertising business. Some ex- 
perience preferred but not necessary. 
Must be clean cut, extremely intelli- 
gent and willing to work hard for ex- 
cellent opportunity with high class 
trade publishing organization. Write 
Box 70, ADVERTISING AGE, New York 
City. 


REPRESENTATION WANTED 


Radio Broadcasting trade publica- 
tion requires Chicago representation 
and office, if possible. Fine space buy- 


Detroit Adcraft Club 


Wins Oilcan Trophy 


The Adcraft Club of Detroit won 
back from the Typethetae Franklin 
Association the hand-painted oilcan 
contested for annually by the two 
groups, during the organizations’ an- 
nual golf tournament at Meadow- 
brook Country Club July 23. The Ad- 
crafters won by a score of 30 to 15. 

Since the oilcan trophy was offered 
in 1932, the Adcraft Club has won 
it on both odd years. Low gross 
scores were set by Peter C. Sweeney 
and C. E. Sennett, both Adcrafters, 
who tied with 76’s. 


Busbey Forms Own Service 


Ralph C. Busbey, formerly of the 
Babcox publications, has established 
in Akron under his own name a sales 
and advertising service which in- 
cludes special publisher’s advertising 
representation, and a tire and auto- 
motive news bureau. Mr. Babcox was 
for 12 years vice-president and editor 
of Tire Review, and vice-president 
and editor of Brake Service since 
1931. Mr. Busbey has established 
offices at 495 Dorchester Road. 
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SEAGRAM WILL 
PUBLICIZE TERM 
“SOFT-STILLED” 


New York, July 26.—In starting its 
new campaign recently on gin, Sea- 
gram - Distillers Corporation antici- 
pates making the expression, “soft- 
stilled,” as closely associated with its 
product as “toasted” is with Lucky 
Strikes and “slo-baked”’ with Wonder 
Bread. 

The basic selling idea involved in 
the use of “soft-stilled’” is being 


backed by a strong advertising cam- 
paign with large insertions appearing 
in 100 key newspapers. The agency is 
Cecil, Warwick & Cecil. The Black- 
man Company has the remainder of 
the Seagram account, except that of 
the new Kessler whisky blend sub 
sidiary. 


Made in Special Stills 


The explanation offered by the com- 
pany is that soft-stilled gin is made 
in stills of special construction cap- 
able of producing an unusually soft 
grain spirit, which enables it to ab- 
sorb more completely the delicate 
flavors of herbs and berries. 

In the new copy, stress is given thé 
importance of pleasant after-taste. 
Soft-stilling, it claims, eliminates the 
unpleasant after-taste found in many 
|gins. The brands to be promoted 


during the next few “gin consuming” 
months are King Arthur and Sea- 
gram’s Superior. 


To Promote Kessler Blends 


The gin copy is the first produced 
by Cecil, Warwick & Cecil for Sea- 
gram. The agency will soon start a 
campaign on the Kessler whisky 
blends, to be produced by a new Sea- 
gram subsidiary and to sell for con- 
siderably less than Seagram’s Five 
and Seven Crown blends. 

Soft-stilled gin will be featured in 
window and counter displays, in con- 
sumer folders and the “More Fun at 
Cocktail Time” recipe booklet. 


Fuller Adds Tooth Paste 

Fuller tooth paste has been added 
to the line of the Fuller Brush Com- 
pany, Hartford, Conn. 


Names Two Reps 


Modern Advertising &€ The Paper 
Demonstrator has appointed two ad- 
vertising representatives. N. L. 
Huebsch will handle Eastern ac- 
counts from his New York office at 
67 W. 44th St. R. W. Nichols has 
been named Western advertising 
representative, and will be located 
at the publication’s executive offi- 
ces, 840 N. Michigan Blvd., Chicago. 


Names Rogers-Gano 


The Fla-Tex Products Company, 
Houston, has appointed Rogers-Gano 
Advertising Agency, Inc., of that city, 
to direct advertising of Flako Filter 
powder, a new solvent purifier and 
clarifier for the dry cleaning indus- 
try. Trade publications and direct 
mail will be used. Harold J. Gilliam 
will handle the account. 


Cr 


Single copy, 10c. Annual subscription, $1. 


ee 


0 One year $1.00 
CO) Special cash offer—Three years $2.00 


INDUSTRIAL MARKETING 


—jis the only publication devoted exclusively to the 
merchandising problems of manufacturers of industrial 
machinery, equipment, materials and supplies. It discusses 
all phases of industrial distribution, sales promotion and 
advertising, with emphasis upon both correct principles 
and successful practice. It is the national forum for the 
exchange of ideas among sales, advertising and research 
executives in the industrial field. Published monthly. 
In Canada 


and foreign countries, $1.50. Send coupon today. 


INDUSTRIAL MARKETING 


537 S. Dearborn Street 


Chicago, Illinois 


Please enter my subscription for INDUSTRIAL MARKETING as indicated below: 


ae ey a oe eo ee a ee ee ie eee eee ee a ee ee et A oe a ee Oe SY a og WN BO oe ae 


0 Send invoice 


OO Remittance enclosed. 


Canadian and Foreign, $1.50 per year. 


Oyster Growers Set 
To Make the Whole 
World Their Oyster 


New Haven, Conn., July 25.—‘“Get 
healthy happily with oysters!” That, 
in substance, seems to be the burden 
of the song with which the bi-valve 
nurses of the nation are about to 
serenade an unsuspecting public. 

The American housewife, who has 
presented the succulent crustacean 
heretofore in a scanty repertoire 
averaging but seven culinary roles, 
is going to learn, rain or shine, of 
at least 98 epicurean gems of which 
the oyster is the soul and essence. 

Just as if that were not enough to 
send her flying to the fish marts, 
she is going to be told and shown 
with sober scientific data and gov- 
ernment reports just why her fam- 
ily’s health demands a liberal intro- 
duction of these oyster dishes on 
her weekly menu calendar. 

Further, the industry is deter- 
mined to liberate the oyster from its 
seaside cloister by means of the in- 
tensive advertising drive now get- 
ting under way and take fullest ad- 
vantage of the expanded distribution 
field made possible by modern ad- 
vances in refrigeration. 

The world may not actually be 
anybody’s oyster, but the Oyster 
Growers and Dealers Association of 
North America is convinced the 
oyster belongs to the nation and can 
no longer high-hat inlanders as the 
especial prize of seaboard folks. 


Will Spend $100,000 


The oystermen, banded together 27 
years ago in New York City, with 
Azel F. Merrell as their first presi- 
dent, and advancing since 1927 under 
the leadership of Howard W. Beach, 
of New Haven, Conn., plan to put 
$100,000 behind their advertising in 
the first year. Funds are being 
raised by a small assessment on 
oysters sold and a large part of the 
industry has agreed to contribute. 
Contributors will be permitted to 
identify themselves by special in- 
signia on their packages. 

The advertising, primarily of an 
informative nature, will present 
three major bids on behalf of the 
oystermen for a larger share of the 
food dollar: 

First, that oysters are an econom- 
ical food; second, that they are 
highly nutritious; third, that they 
are, therapeutically speaking, about 
the most valuable food product avail- 
able to the housewife who is essen- 
tially the guardian of her family’s 
health. 

The association, cooperating with 
federal, state and municipal govern- 
ments, scientific experts and health 
authorities, has assembled convinc- 
ing data. Thousands of recipes 
already have been distributed and 
much information published, follow- 
ing extensive studies of the many 
ways in which oysters may be pre- 
pared and served. 

The prime objective in the cam- 
paign now being launched is to in- 
form the American public of the 
nutritional and health values of the 
oyster. Market outlets are now be- 
ing studied and efforts will be made 
to increase sales in established mar- 
kets as well as to expand into new 
fields. 


Modern Methods Help 


“Modern refrigerating methods,” 
Mr. Beach states, “have made the 
entire country our potential market 
and with improved business condi- 
tions on the way, we believe now is 
the opportune time for oystermen to 
initiate their drive. 

“There are factors in the present 
situation which should tend to help 
us. The supply of meats which the 
housewife usually includes in her 
menus has been materially curtailed 
by the combination of devastating 
drought and the limitation program 
of the Agricultural Adjustment Ad- 
ministration. 

“Heretofore, oysters usually have 
been regarded as an incidental part 
of the meal. If the public knew the 
food values in oysters, and the many 
ways in which they may be served, 
they would be made a main dish in 
the menu.” 


ele * - 
: ; RR 
PO | | 
> — 
Neves y satiate, | 
fe : ze ; pon il 
thyme. a a 
peer) ts 
aa ey ee. re | 
1 oc ae aaa , 
cy dates tae 
Es c nis . r nnn ———————————— = — $$$ eee ® 
en Naas 
ee a 
ye ee) 
Per ate ey = = | 
Ge kta k | 
nS ee 
=o EN So ed 
Vea oe 
| 
soe 2% tis 
seo) nes Sesh a —____________. 
So ea a es 
ee ee | 
ce ea nee 
ia tiene, rma 
SrA NM tas tay oi | 
apt Wee Set | 
Bae ke ey Bote 
nee ate eh 
Ps oy eae | 
a | | 
’ | | 
} 
; | | 
es | 
a | 
ee 
ae 
ime | 
iy i Or hia Madea gay 
Ree pete 
atine es i cs 
pee Y Raden Lhe ce 
jos ees 
a ne 
ae 
Sted wey 
es 
ovate wee, ee ea 
See Wag . 
ee oe ao 
ic iecic pals 
BOTY oe goes eee ee 
Cee eran 
oe) Sea 
RP; eye a 
aga ‘SRR 
: | 
| 
| 
ee 
F ee eee 
Bre Bye oas 
ei aa 
= 
ee) eee = 
Ss etn al | 
ca, mined om | 
PREC oR ea ic | 
= hae Mn 
a Bont tay" 
ie eee 
is CaaS 
putea ats | 
Ker 1, ie oeoeege 
ico erat 
ae Pa ea Sra 
uke ae hee 
ere 
sane Ne at Seen wee em BC RE SO PE BE BOB EB OBB Oeste eeeweweewneewe eww ewe nee ee eee eee ee | 
aS ee eee 
tie i ties 
see. ea 
ae ae 
—_ = § 
N Tit Ws 
Comming eee eo 6 « © | 
Oo kh Sei 8 ah es ape R RADON SEU ORS Reeweds 
. 
ee Ce ee ee ee eer rr re 
| : 
j 
Ps 
Se re Po ae ren i Ee PRR is 2, Ry Nae RRR te ee 2, tc ROR reer ue EN ie ta serge Oo hee gk Ne ch «Aamee tags = © <TR gis PARE Nc agra ae gn Ce ree Pee ale ee cee oy oh Sat SSP Bante et 8 Ore ete hems, es) r : etek y : Bey i 
mi ae a a eS SR a eal ean ae ieee tle ee Re tare a7 ; ae ee oe ae 4 aa t ae SES Mines Se atid Re gtt et may oman GE ini cyrs seal has ate ene i a a Pectin SORE ay, inler aig At eS gree ae (AN ec ee alt a : me : Snr 8 ge Div mee St Ora pe a ee Bec 
are gE SS, oy i ee eras zy rae x soc Poe “ ee or ‘ ay ~ Bai . MIR LS GION TR. 2 MT epee ON AE eT, TCE SOE sw cw Sep aT MeL eg OA REM a Ae Son Le eR git (seat, cPibes ee AS MS Any 1S hte a ee co 
Pc. » yeas 5 : 7 ate a pa om . © ae ee pa is Tia eae OL ent l La Ee ee ter ein eee A eatin, abe se Pr ee Catan Dae. Oem : pa iememet o)., aeae 
SS oe eee oe: Pee eho hae ~ ay : if ae Rhea As ee aes Seas os eee a ee ee a, ee ee 
Catipee dies vs acca PETE Yi gare tc ag sd heir eae Ae Seesaet pe fg A 2G ea 3 : digs mcs EEO EET lee Ta ; i PET Girt ee ce pan 3 : yaa Ts bette = 5 Ae b : ; eo ie £ eget ees se 
Saray ee eae eae eee ON ee aie tS eat De Re 5, yO) ass, Uae ate ee aaa ri og A ela siya Go cama a ieee Wee gees : Re ee rape eg ere eae ae ee pa ee ¢ We Gabe yar pase a 
be et 2 ae ae ame me eae Me ae NS Ye tere ere Rey We eae ais tae ar ee eS yl Pairk, “ete aie Tee ee oUt el MMM oe OR Le gh aa PMR aDE ME i leg SOD ST “ice oa Ae ear OD Ia es pl a a ee red i AS ae a ede a PN ea eae amen WaT Qe ae OM io Mc nr ee aaa J eee ee lat ene eee, ¥ 


July 29, 1935 


ADVERTISING AGE 


27 


>” PHOTOGRAPHIC REVIEW OF THE WEEK 


IS THERE A NEW STAR OF RADIO HERE? 


The latest variation of the amateur radio show features Nils Thor 
Granlund, Broadway's famed night club impresario, and professional 
female entertainers who have never had access to the mike before. 
J. Walter Thompson Company is directing the NBC-Blue network 
show in which they appear for Bromo Seltzer. (Story on Page |.) 


PUBLISHERS LISTEN TO A GOOD STORY 


In this informal group, shown during the Virginia Press Association meeting in 
New York, are, left to right, C. J. Harkrader, business manager, ‘Bristol Herald 
Courier and News Bulletin"; Gen. Hierome L. Opie, publisher, "Staunton News 
and News-Leader"; W. Y. Morgan, Warsaw; and J. P. Howe, publisher, 
"Fredericksburg Free Lance-Star." (Story on Page 13.) 


UNUSUAL PHOTOS USED BY BELL SYSTEM 


'ACATION FUN 

is doubled when friends 
from home drop in Call them 
up. Invite them to drive down 
for the day Arrange week- 
end parties. Fix the time, 
settle the details, the quick- 
est, easiest surest way— 


BY TELEPHONE 


After 7 P. M. coll 100 miles for 35 cents. 
{ Stotion-to-Station Call—3-minute connection.) 
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LEPHONE COMPANY OF PENNSYLVANIA 


SPECIALIZED SOAP 


din we 


give you the new 


Triloy 


eS 


Wedy eter Men like this lerge ber end i clewe 
oder, bathe iver once with Trilby, compere yoo 
Lf enpertemce wth ony complemen soap beth then yew 
“f Al agree that there oe bert lube « Pitty be 


TRY TRILBY FREE! 


this ing New Bath Now Bei 
Free Samples of p Anaing age Being 


BATHE WITH 


pilby 


For the bath only is Trilby soap, 

product of Haskins Bros. & Co., 

Omaha. This advertisement ap- 
peared in an Indiana paper. 


ONE MORE DISEASE 


-Coffeeitis- 


EVEN HER HUSBAND 
WOULDN’T TELL HER 
- - « She had Coffeeitis* 


Coffeeitis* is a new dis- 
ease ... very contagious 
and very harmful. A 
great many housewives 
(and their families, too) 
caught it along with the 
rest of the “gloom epi- 
demics when they started 
buying price instead of 
good, high quality mer- 
chandise! 


Coffeeitis® is caused by 
using an inferior, cheap 
grade of coffee .. and 
its symptoms are ragged 
nerves, poor digestion and 
® general run-down con- 
dition. 


COFFEEITIS® §,."Viciims end ts these around them, 


BLACK GOLD 
COFFEE 


Prescription Filled by Your Favorite Grocer 


Here is the newest advertising dis- 

ease, introduced to Chattanooga 

newspaper readers by Johnson 
Coffee Company. 


Left—One of a series of attractive 
vacation-time advertisements be- 
ing used in dailies and weeklies 
throughout the state by Bell Tele- 
phone Company of Pennsylvania. 


TRUCK AND 


tive paint job. 


FRA Wooden Shoe Wooden Shoe Bray 


Star Beverage Company, Minster, O., is making its truck and trailer units do double duty with this effec- 


TWO NEW PRODUCTS INTRODUCED BY DE LONG 


De Long, Philadelphia, long a specialist on hook and eye dress 

fasteners, has introduced these two new products, the one on the 

left being a unique gadget for holding up shoulder straps, and the 

other being bob pins. Lincoln Roden, Inc., Philadelphia, is intro- 
ducing them in a diversified campaign. 


SOUTHERN PUBLISHERS GATHER IN NEW YORK 


At the Virginia Press Association's annual convention, held in New York, this group 

helped start off a luncheon. Left to right, Jay Winston Johns, president, Virginia 

Chamber of Commerce, Charlottesville; Dr. Douglas S. Freeman, editor, "Rich- 

mond News-Leader,” and Pulitzer prize winner; Major Raymond B. Bottom, presi- 

dent, “Newport News Press and Times-Herald"; Mrs. Louis Spilman and Louis 

Spilman, president of the ‘Waynesboro News-Virginian" and president of the 
state association. (Story on Page 13.) 


PEDS DISPLAY CARTON IS AID TO SALES 


Ingenious new display carton for Peds in which a cut-out photo of 

a movie star, and a new, more compact package for the product 

itself, are featured. Richard Paul, Inc., Los Angeles, makes Peds, 

and the Chicago office of Ruthrauff & Ryan, Inc., handles adver- 
tising. 


TRAILER MAKE AN ADVERTISING PARADE 
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Sharp Advertising Corporation, Akron, is the agency. 
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